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Rough Proofs 


The Listerine case was decided 
in favor of Lambert Pharmacal 
after the FTC had held 15 hear- 
ings, With 102 witnesses, 523 ex- 
hibits and 7,800 pages of testi- 
mony. No wonder the Commission 
was punch drunk. 
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Pensive probably got that way 
from contemplating the income 
tax report he’d have to fill out for 
Uncle Sam as the result of win- 
ning the Kentucky Derby. 
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William G. Palmer says that 
media research is intended to en- 
able advertisers to buy not oil, but 
heat units, and maybe that’s one 
way to justify the large production 
of advertising hot air. 
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U. S. Steel, the report says, is 
preparing to enter the prefabri- 
cated housing field, no doubt be- 
lieving that this is one nice way to 
assure some prefabricated steel 
business. 
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“It was one thing for broadcast- 
ers to be generous with time when 
it couldn't be soid,” cattily re- 
marks FCC’s Commissioner Durr, 


price for it.” 
You said it—it’s all the differ- 
ence between red and black ink. 
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Ed Kobak says the Blue Net- 
work is going to open a school for 
radio comedians, and it’s to be 
fervently hoped that attendance 
oly be limited to the newcomers 
only. 
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The ABP prints the report of 
the judges in its advertising com- 
petition and then translates it into 
basic English, which is one way of 
hinting that it’s not only English, 
but basic. 
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Joseph B. Schusser, head of 
Terminal Barber Shops, tells how 
the business has improved in the 
past 40 years, but he forgets that 
its no longer possible for a ton- 
sorial artist to get his picture into 
the Police Gazette. 
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WENR presents the Morris B. 
Sachs amateur hour as evidence 
of how to win radio success, with 
the obvious suggestion that if it 


Works for Sachs, it’s in the bag for 
you. 
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_ Gladys the beautiful reception- 
ist says she sees that Harold Cooke 
has a fine home work shop and is 
now repairing a 110-year old sea 
chest and she wonders why he 
doesn’t get busy and make a brand 
new one. 
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Wheaties’ “planes that really 
y can be cut out and set up by 
any reasonably bright boy, Gen- 
ral Mills says, but how about 
making the job easy enough for a 
hot-too-bright father? 
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“Cool Off With Coffee” is the 
theme of the industry’s summer 
Campaign, but it won’t object if 
the confirmed addicts go right on 
‘oling off with hot coffee. 

Copy Cus. 


Borden’s Starlac 
improves food 3 ways 


ee 


This bodybuilding dry skim milk 
makes food better in flavor. better 
in texture... better in FOOD VALUE! 
The US. Department of Agriculture says: 
“Using dry shim milk is & good way of 
improving the diet at low cost.” 
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TESTS STARLAC — Borden Co., New 
York, has launched a 13-week news- 
paper test campaign in Houston and 
Galveston, Tex., for Starlac, dry skim 
milk, which has not been advertised 
heretofore and has had only limited 
distribution in the South. Young & 
Rubicam is the agency. 


War Baby Boom 
for Leg Makeup 
Quiets Down 


New York, May 10.—The ad- 
vent of warm weather again has 
set magazine and newspaper pages 
throughout the country a-bristle 
with advertisements trumpeting 
the virtues of dozens of cosmetic 
stocking substitutes. Women who 
are eager to shed their winter 
trappings can rest assured that 
there will be no dearth of leg 
makeup products in a variety of 
consistencies and shades named to 
appeal to both the esthetic sensi- 
bilities and, strangely enough, the 
appetite. 

However, last year’s boom has 
definitely quieted and, although 
leg makeup is here to stay, the 
peak seems to have been passed 
as cosmeticians settle down to an 
even pace. 

Although most companies have 
improved their formulas to make 
for less streaking and _ greater 
tenacity, packaging and _ brand 
names do not differ largely from 
last year’s products. However, 
darker shades and $1 sizes have 
been found to be best sellers. 

Despite the number of compet- 
ing products in the market, from 
all indications advertising will not 
be as extensive this season as it 
was last year. 


Uncertain of Demand 


Large-scale advertising of Min- 
ers leg makeup, a pioneer in the 


(Continued on Page 51) 


Area of Immunity? 


See ‘This Week in 
Washington,’ Page 18. 
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Treasury Shapes 
Procedure for 


Surplus Disposal 


FTC Cracks Down on 
Sale of Rejected 
Army Raincoats 


Washington, D. C., May 11.— 
Treasury officials who will be re- 
sponsible for billions of dollars 
worth of surplus war goods which 
can be used by consumers plan to 
operate “in a goldfish bowl” as 
recommended by the Baruch-Han- 
cock report—but they haven’t fig- 
ured out how to handle the pub- 
licity and advertising of sales dur- 
ing the next few months when 
epee will consist only of small 
ots. 

Ernest L. Olrich, president of 
Munsingwear, Inc., who has been 
called in on a dollar-a-year basis 
to head the new Treasury unit 
which will run the sales, frankly 
admits that he sees no need for 
extensive publicity or advertising 
until the agency finds itself with 
vastly larger amounts of goods. On 
the other hand, many Congres- 
sional committees and other offi- 
cials insist that all goods be adver- 
tised, and sold in small lots. 

From Mr. Olrich’s point of view, 
present surpluses, which amount 
to about $50,000,000, “‘aren’t any- 
thing compared with what is 
ahead.” He’s anxious to move 
them quickly, while the market is 
favorable, and to make way for 
the more important sales which 
must be held after the war. To 
expedite sales, at the best possible 
price for the government, he is 
willing to move surpluses on the 
basis of negotiated prices, bids or 
auctions, regardless of whether the 
lots have been publicized. “If 
someone wants to make us an 
offer, we’ll consider it,” he said. 
Defending his position, he asserts: 
“A department store wouldn’t hold 
a sale for half a dozen suits.” 


Faces Opposition 


The Treasury has been charged 
with the disposal of 57 varieties of 


(Continued on Page 49) 


The Same Special Multiple Vitamins As issued Te Our Soldiers Te Help Them Face The 


DEFENDER (ViZawuins 
EXPANDS DRIVE—This is one of the 
large-space newspaper ads being used 
to introduce Defender multiple vita- 
mins throughout the country. Plans 
also call for spot and network radio 
and national magazines. 


Grove Breaks with 
Nationwide Drive 
for Defender 


St. Louis, May 10.—Grove Lab- 
oratories, which last month started 
a test campaign for its Defender 
multiple vitamins via newspapers 
and radio in Jacksonville, Fla., 
Harrisburg, .Pa., and Syracuse, 
N. Y., last week expanded the 
drive on a_ nationwide basis, 
breaking with newspaper ads 
ranging in size from full pages 
down to 75 lines in 20 major mar- 
kets. Spot radio is also being 
employed extensively and_ the 
company has purchased the 1:55 
to 2 p. m. time period on the full 
Blue Network for 52 weeks. 

Newspaper insertions are sched- 
uled to appear once weekly, and 
the drive will be stepped up to 
take in additional markets as the 
campaign progresses. Last week’s 
advertisements also broke in 
newspaper roto sections in three 
markets, New York, Philadelphia 
and Chicago, and appeared in This 
Week Magazine. 

Rounding out the hard-hitting 
promotion for Defender, which is 


(Continued on Page 50) 


Last Minute News Flashes 


Arno Reincke, Chicago Agency President, Dies 
Chicago, May 12.—Arno B. Reincke, president of Reincke-Ellis- 
Younggreen & Finn, who founded his agency in 1907, fell to his death 
from his office window at 3:30 this afternoon. Mr. Reincke, who was 
64, had suffered severe dizzy spells for several years and recently 


carried a camp stool with him at all times. 
sons in the agency, Charles A., secretary and treasurer, and Arthur L., 


He is survived by two 


service manager, now a corporal in the Army. 


William Day Resigns as FC&B Executive 
New York, May 12.—William L. Day, who joined the New York office 
of Foote, Cone & Belding last May as head of the creative staff, direc- 


tor and chairman of the plans board, has resigned. Mr. Day was pre- 


viously a vice-president, director and head of the creative staff of 


Benton & Bowles until he left that agency to go with FC&B. 


UAW May Buy WJBK, Detroit, for $700,000 


Detroit, May 12.—Station WJBK has offered to sell its facilities to 


the CIO United Automobile Workers union for $700,000, a new high 


soon. 
area. 


for a 250-watt station operated on a local channel. 
considered at the union convention in Minneapolis and will be decided 
The UAW seeks an outlet for labor union news in the WJBK 


The proposal was 


‘Reader's Digest’ Signs ‘Town Meeting’ for Fall 
New York, May 12.—Subject to approval of the Town Hall board of 


& Osborn. 


5 


trustees which meets Tuesday night, Reader’s Digest will sponsor 
“America’s Town Meeting of the Air’ of Town Hall, Inc., on the Blue 
Network, starting next September, through Batten, Barton, Durstine 


Outdoor Medium 


Staging Strong 
Comeback in ‘44 


Kellogg Revealed 
as Biggest Food 
Product Advertiser 


(Picture on Page 55) 
BY IRVING GENATT 


New York, May 9.—When peace 
comes there is going to be a sell- 
ing era the like of which no one 
has ever seen before, and Outdoor 
Advertising Incorporated, has de- 
veloped a “number of things” to 
help this medium get its share of 
the advertiser’s dollar, Kerwin H. 
Fulton, president of OAI, told the 
54th annual meeting of the Out- 
door Advertising Association of 
New York here yesterday. 

As of April 30, he said, billings 
are 554% over a year ago and 


each month of 1944 is showing a . 


substantial increase. Depending on 
space availabilities, outdoor adver- 
tising will enjoy at least 50 to 60% 
more billings for the current fiscal 
year compared with thé preceding 
period. 

Food product business has in- 
creased from 742% of the total 
dollar volume spent in outdoor ad- 
vertising in 1940 to 25%% now, 
which represents 33-1/3% of the 
national vdflime, Mr. Fulton de- 
clared, adding that a well-balanced 
schedule would be composed of 
33-1/3% automotive advertising, 
33-1/3% food and 33-1/3% for all 
other types of businesses using this 
medium. 


Give Industry Story 


The strong resurgence of outdoor 
advertising was related in detail 
by a panel of speakers, all repre- 
sentatives of Outdoor Advertising 
Incorporated, who gave brief 
resumes on what each of their re- 
spective accounts is doing, or con- 
— doing, in outdoor me- 

ia. 

Robert E. Zipprodt, vice-presi- 
dent, disclosed that although R. J. 
Reynolds Tobacco Company is op- 
erating its plants day and night, it 
can only fill less than 60% of civil- 
ian orders for Camels, about 42% 
going to Army and Navy stores 


Two-Market Test 


for Soapless Suds 
Started by Shaw 


Boston, Mav 11.—H. L. Shaw & 
Sons, manufacturer of synthetic 
detergents, has released its first 
consumer advertising for Soap- 
less Suds in two markets, one in 
the East, another in the South. 
Launched primarily as a test, the 
promotion will be expanded na- 
tionally depending on results. 

Initial newspaper insertions 
broke May 4 in 1,000-line space, 
and are to be followed by 720 and 
600-line units on a twice weekly 
basis, supported by five-time daily 
one-minute spot radio announce- 
ments in the same markets. 

The product, which has been or 
the market for about five years, 
said to be exceedingly potent 
sudsing qualities. A highly cc 
centrated powder, one teaspoor 
of Soapless Suds to a gallor 
water is said to give at least s 
times more suds than soap f 

L. H. Hartman, Inc., New 


is the agency. 


Sa Ree fag “Reg See a 
mC HICAGO NEW YORK es 
a NBLISHED 330 WES _— 
| PEKLY/ a? 100 FORTY, ecu 
OO ST. SECOND ™* 
| \ 1337 BR. 9.8 Mee - 
ee ae —. «: 
ee a 
el Denne gg ggg, aaa aa... ae 
- | r | ~ a . fe : Pe | | ' . .s 
ee 2 a es | Dee 2 ty, 
ee os ie . Rar el nf ae 
eS OT _— eo nae 8 aap i 
ee | ¢ ADD STARIAG TO DOUGHS, B .-s225 Ay ot KS ms 
Be CEREALS! USE IT FOR SOUPS, ——_ | 1 Oe Tey ls 
ee | (29 PUOOMNS SAUCES! °C ———— bad bk ee |e a. 
ee es yo a eee ee Ree 
Reset > y s\° Pens tor1 Ae pa Nee: J 7 hs 
Bee , oe o-" - Wages 
- eo, 3 DEFENDER ‘ie 
ge Soonanpmenaenne: ia iil dius 
man pete oo 7 a See 
ae Sacovo Oe TERRIFIC STRAINS OF THE BATTLEFIELD! ee 
ee Starlac adde al these wonders to food wm” mY ff Sones nomed sehen eaew ad betes es Sees SSeS [ Conspanar ‘ Z a 
ee i BR, iereteemed SR cmerestas | Eee . 
a or oN Saeest See | ee ee. 
aay pa Sas cectaslss oe 
Borden's STARLAC F%_ te 
| | | 
eee | ' 
7 ee 
| | ee ae 
Ree ae 
Bea ae 
fee but quite another when an ad- A 
feemmemvertiser is ready to pay a good | “a < 
mscateteteti 4 v 
a ‘y 
— a 
ae =. 
ee | = 
Re _— 
Se ce 
‘ me 
—_—_————eeeee sss = _ 
— Pe | 
ee | 
ee 
— 
| o me. 
a as 
seg AE 
' 
ee — ee a 
— — 
jl = 
: : , 


and lend-lease. Consequently, he 
said, the company has cut its ad- 
vertising appropriation some $5,- 
000,000 during 1944. Radio has 
been given the biggest slice of the 
remaining ad budget, since, ac- 
cording to Mr. Zipprodt, William 
Esty, head of the agency for Camel 
cigarets, convinced the Reynolds 
people of the advisability of 
“amusing ’em if you haven’t the 
goods to sell ’em.” 

However, he brought out that 
while Reynolds has drastically re- 
duced its appropriation for outdoor 
advertising, between 1938 and 
1941, the company increased its 
expenditure in this medium from 
$1,000,000 to $2,000,000, and he 
anticipated that it would again 
turn to this medium in a big way 
when conditions return to normal. 


Borden Plans Campaigns 


Starting about - mid-November, 
The Borden Company is expected 
to use a national poster campaign 
featuring “Elsie,” Mr. Zipprodt 
said, while a separate outdoor 
campaign in behalf of Borden’s 
family of products is also being 
worked out. 

The Best Foods, Inc., has sub- 
stantially increased its outdoor ad- 


vertising contracts for Nucoa mar- 
garine, he added, and his company 
is currently working with the 
agency (Benton & Bowles) on a 
12-month contract in behalf of 
mayonnaise, awaiting government 
release of certain edible oils which 
will make the product more plen- 
tiful, when a greater use of out- 
door media is being planned. 
Schenley Distillers Corporation 
is spending well over $1,000,000 a 
year in outdoor advertising, Mr. 
Zipprodt said, and is expected to 
increase this appropriation. A na- 
tional posting is planned for Dodge 
Motor Cars, United States Time 
Corporation and Florida Citrus 
Commission. Special outdoor bul- 
letins are being prepared for Aetna 
Life Insurance Company and an 
elaborate presentation is being 
worked out for Palmolive soap. 


Is Consistent User 


W. H. Grant, also a vice-presi- 
dent of OAI, gave details of Sun 
Oil Company’s outdoor campaign 
on “premium motor fuel at regu- 
lar gasoline prices,” disclosing 
that the company has renewed its 
contract in this medium every year 
since the war began, with an ex- 
penditure of about $300,000 yearly. 


Goodyear Tire & Rubber Company 
plans to cover about 750 cities with 
a nationwide posting, and Tasty 
Baking Company, Philadelphia, 
spends more than 80% of its entire 
ad appropriation in outdoor media, 
Mr. Grant said. 

Plans for illuminated signs have 
been submitted to Charles E. Hires 
Company to impress the public 
after the war that Hires is “still 
the biggest name in root beer.” 
These signs will be erected in 
every market in which Hires has 
bottling plants of its own. 

How Loose-Wiles Biscuit Com- 
pany departed from the use of out- 
door advertising for several years 
only to resume in 1940, was ex- 
plained by H. W. Mortimer, ac- 
count executive for OAI. In June 
of that year, he said, a presentation 
was submitted to the company’s 
executive vice-president and dis- 
trict managers, resulting in Sep- 
tember in a $15,000 test campaign 
in five cities. Today, said Mr. Mor- 
timer, that account spends more 
than $500,000 in outdoor advertis- 
ing over a six-month period. 

Ward Baking Company started 
this year with an appropriation of 
$160,000 for outdoor advertising 
and is expected next year to use 


AT ANNUAL MEETING—In this group at the annual meeting of the Outdoo, 
Advertising Association of New York are, left to right, front: Kerwin H. Fulton, 
— Outdoor Advertising Incorporated; Fred |. Hamm, New York map. 
= General Outdoor Advertising; (rear) Mark Seelen, national art directo 
OAI; C. D. McCormick, OAI vice-president in charge of sales Promotion 


and Harold Mortimer, 


OAI account executive. 


y Mospitales, y los 
Agentes Distribuidores 
4 ‘a on le America Loting 
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"THE time was when Latin America looked chiefly to Europe 
for its means of fighting disease—pharmaceuticals, medici- 
nal chemicals and surgical supplies—not to forget the toilet 
preparations that kept its face appealing. 


That day is past—we believe never to return. There are three 


main reasons: 


Ist, the war; 2nd, the aggressive activity of 


American manufacturers; and 3rd, EL FARMACEUTICO. 


The first two you know about; 


third. 


we want to tell you about the 


Ex FarMaceutico has begun its twentieth year in the success- 
ful conversion of Latin America to U. S. standards, U. S. de- 
velopments and discoveries, and U. S. products. 


Latin 


Heattn 


Ex FARMACEUTICO is alone in its field—there is no other Ameri- 
can pharmaceutical publication in Spanish circulating to Latin 


America. 


Ex FarMAcevuTIco has measured up to its responsibility — its 


American 


paid circulation has increased 333% in the last five years. 


Ex FarMaceutico is the bible of the Latin American druggist, 
laboratory technician and health official, his sole means — 
through an independently published magazine — of keeping 
himself informed of the developments of the market from 


which his products come. 


If Ex FARMACEUTICO is not serving you, we invite you to in- 


vestigate its facilities. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 
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ublished monthly in Span- 
sh, circulates to the Latin 

American industrial and en- 
ineering, governmental and 
porting paid subscriber 
aders. 


published monthly in Span- ublished monthly in Eng- 
ish, circulates to the Latin fi 

American construction and 
engineering. 
and 
scriber readers. 


governmental 
importing paid sub- 


ish and circulating on a 
paid subscription basis to 
the automotive trade and 
transport field in Asia, 
Africa, Europe and Oceania. 


—— monthly in 
h and circulatin 
paid subscription 

the automotive trade 


America. 
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Span- 
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transport field in Latin 


published monthly in Span- 
ish and circulating on a 
paid subscription basis to 
the drug trade and health 
field in Latin America. 
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this medium on a 10 or 12 month; 
basis. 

Asserting that General Elect 
Company has perfected many ney 
postwar products so far una. 
nounced in its other advertising 
Mr. Mortimer said he has been go. 
liciting GE at both its Bridgepor 
and Schenectady plants and thal 
Robert S. Peare, recently name 
vice-president in charge of all Gf 
advertising and publicity, has bee 
convinced of the value and useful. 
ness of outdoor advertising i 
bringing these products before the 
public at the proper time. 
Continental Baking C 0 m pany 
through Benton & Bowles, spends 
about 40%, or $400,000, of its aé- 
vertising budget in outdoor adver- 
tising for Wonder bread ani 
Hostess cakes, according to H. A! 
Rockwell, another OAI vice-presi- 
dent. 
Wartime shortages, which le 
Lever Brothers to cut its ad appro- 
priation, resulted in Swan soa 
(Y&R) becoming a casualty so far 
as outdoor advertising is con- 
cerned, said Mr. Rockwell, but he 
expressed belief that the account! 
would become active again in this 
medium next year. 


Kellogg Leads Field 


The Kellogg Company droppé 
outdoor advertising for 11 year 
after a bad experience in that me 
dium, Mr. Rockwell told the met 
ing. However, after continual s 
licitation Kellogg executives wer 
sold on a seven-point plan an 
presentation, encompassing wide 
spread use of outdoor. 

This year, according to M. 
Rockwell, Kellogg, through Ket 
yon & Eckhardt, will spend about 
$1,000,000 in outdoor advertising 
becoming the largest package foo 
advertiser in this medium, will 
about 35% of its total approprit 
tion devoted thereto. 
M. B. Kendrick, Chicago accoul 
executive of OAI, spoke on th 
success in selling Swift & Co. @ 
the merits of outdoor advertising 
which converted the company fro 
a one-market, one-product (Jewé 


(Continued on Page 52) 
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Modern Industry 


LUNCH TABLE 
TOPICS 


G. I. Josephine who left 
your employ voluntarily to 
join the WACs? » » Many 
states are moving to set up 
services and benefits for 
veterans. » » With so many 
schemes planned and pro- 
posed, will G. I. Joe want a 
job? » » See page 147, 

1944 
Report on Rubber All gov- 
ernment efforts to develop 
a new source of natural 


Postwar Pathfinder American in- 
dustry has a splendid opportunity 
to carve a prosperous and produc- 
tive peace by sharpening its appli- 
cations of market and product 
research. » » Steve Booke, Modern 
Industry’s Marketing Editor, pre- 
sents a basic story on objectives, 
methods and named-company ex- 
periences in employing (and how 
to employ) research, profitably. » » 
Read it on page 48. » » This article 
might well be the sort of piece you 
would like to bring to the attention 
of your clients, your president . . . 
even your board of directors. » » 
The article displays a fine check list 
of ‘Marketing Reconversion 
MUSTS” based on a study released 
by the Harvard Business School. 


“hel /\ 


» » Doing certain things now are 
recommended, such as: See distri- 
butors and dealers to tell them 
what your company expects to 
make; Check up on “bombed-out” 
dealers and distributors; Get the 
habit of using data about your busi- 
ness which is available (Sources are 
named); Set price policies now, 
both for the reconversion period 
and for the longer-pull; Rebuild 
your sales organization, or at least 
plan the rebuilding specifically ; 
Expect new competition of all 
kinds, and be ready for it. 


What About the Boys? Many 
companies are rightly concerned 
with the problems (and their solu- 
tions) regarding the reemployment 
of ex-servicemen. » » Modern In- 
dustry’s Washington Editor, Henry 
Ralph, explores and reports on the 
rights and privileges involving 
business and industry, which G. I. 
Joe and Josephine will bring home 
with them. » » For instance, did you 
know that you must reemploy the 


rubber have been aban- 
doned. » » This means, that for at least 
two years after the war, all rubber 
users will be entirely dependent on 
synthetics for every product or indus- 
trial use, including tires. » » Arthur 
Pearce, Modern Industry’s Materials 
Editor, presents a personally field- 


researched report answering with 
freshest facts the question, “How 
Good Is Synthetic Rubber?” » » 
See how GRS synthetic rubber, 
which soon will replace 80% of all 
rubber products, compares with 
natural rubber; read what GRS 
promises as a major new industrial 
material. » » Starts on page 33. 


College Crop Off 90% Lack of 
engineers, chemists, scientists who 
are the professional minds of in- 
dustry is a headache now, and may 
be a nightmare in 40-X. » » This 


normal peacetime crop of techni- 
cally trained men and women will 
be graduated into industry from 
American colleges. » » Field studies 
by Kirk Earnshaw, Modern In- 
dustry’s Industrial Relations Edi- 
tor, indicate that in too many com- 
panies, professional technicians 
regard themselves as “forgotten 
men.” » » Management has tough 
problems now because of the short- 
age of engineers, chemists, techni- 
cians and other professionals. » » 
Read, “Getting and Keeping Tech- 
nical Talent Today and in 40-X” 
on page 42. » » The sound solutions 
to many of the problems, as prac- 
ticed by large and small companies, 
are reported. » » Well worth study- 
ing and recommending for your 


June, slightly less than 10% of the 


management’s reading. 


New York May 15— 

A new publishing 

service designed to 

aid business execu- 

tives profitably to 

maintain war pro- 

duction volume by 

selling and distrib- 

uting more civilian a 

goods at lower costs, 

was announced by ROBT. A. WARD 
Robert A. Ward who will serve as 
editor of the new Distribution News- 
letter. Publication of this weekly 
newsletter by Magazines of Industry, 
Inc., whose Modern Industry Maga- 
zine is well known to industrial ex- 
ecutives throughout the United 
— is scheduled to start early in 
une. : 


News bureaus in New York, Chi- 
cago and Washington, said Mr. Ward, 
will be editorial clearing channels for 
spot news and developments in the 
fields of selling and distribution in- 
vestigated by reporters in Boston, 
Philadelphia, Baltimore, Pittsburgh, 
St. Louis, Detroit, Cleveland, Los 
Angeles, San Francisco, Seattle and 
55 other marketing centers. 


That's It... 


e pluribus unum 


i 


eeitioper Reaplozes Relations is an 
important department of Modern 
Industry's overall objective towards 
serving management. It surveys the 
ground, points the way, suggests the 
means towards accomplishing more 
‘ordial relations... and more profit- 
chle ones—in the plant and in the 
plant-community. 


KIRK EARNSHAW 


Industrial Relations 
iditor 


HIS JOB: Industrial Relations Editor 
Kirk Earnshaw, as a senior editor, 
has the executive responsibility of 
directing MI’s staff-coverage of em- 
ployer-employee relations in the na- 
tion’s plants. Earnshaw writes a 
Substantial portion of all Employer- 
Employee articles in Modern Industry 
and is responsible for all material 
that concerns industrial relations. 
Keeping abreast of current develop- 
ments takes Earnshaw from coast to 
coast and from border to border. 
You'll see Kirk at every important 
convention or gathering having any- 
thing to do with his specialization. He 
is frequently on the program. Earn- 
shaw is an authority on labor-man- 
agement relations, often consulted by 
labor, management and government. 


Modern Industry 


QO” OF THE MANY business magazines, 
one knows how to serve up informa- 
tion and enjoyment in a happ’ blend. 


Fifty-thousand* readers go for the sparkle 
of Modern Industry’s story-telling >ictures 
and charts. They find it pleasurab! \ to ab- 
sorb pertinent information the en, oyable 
way...like going from sip to sip,} indus- 
try’s management men go from fact t fact. 


Every article is field-researched by Mc dern 
Industry editors of which there are 17. To 
build a Modern Industry article calls for 
lots of traveling (practically a mile per 
printed word), lots of interviewing, lots of 
eye-witnessing ... 


Other editors, who in the course of their 
own field-investigation-travel dig up sup- 
plementary material, contribute it to the 
deepening pool of subject-information. 


* 50,000 and their pass-a-long pals in the 31,500 most 
important manufacturing plants in the nation. 


t With apologies to Coca-Cola. 


Then a story-conference (Modern Industry 
style) whips the material . . . answers ques- 
tions like these: What is the most impor- 
tant fact in the story? What does the story 
portend for the future? What will the se- 
lected facts mean in terms of sales, costs, 
profits? How can we tell the story in pic- 
tures, charts, diagrams, maps to make en- 
joyable reading even easier? 


Take a copy of Modern Industry in your 
own hands for critical examination. Check 
these features: Modern Industry presents 
ahead-of-time subjects, in the form of con- 
densed research-reports, served up in every- 
day non-technical English, illuminated with 
story-telling pictures and charts... text cer- 
tified for accuracy and reliability—by veri- 
fication of manuscripts before publication. 


Common Understanding Opens All Doors 


Industry's on the move. There’s a deter- 
mination to do its damnedest to maintain 
plant production at peak loads. There's an 


awakening that selling will be required to 
keep this volume up. 

Now production executives and distribu- 
tion executives have a great deal in com- 
mon. They see their future as team-working 
partners in enterprise. Modern Industry 
provides their common meeting ground. 
You'll agree that Modern Industry is e 
pluribus unum ... out of many magazines, 
one that is doing a big job in a big way. 


Let’s see what the May 15th issue 
has for the sales-minded 
C) Industry’s Postwar Path finder-Market 
Research; [) How Good Is Synthetic 
Rubber?; (1) When G. I. Joe Gets Back 
to Work; [] New Treatment Adds New 
Qualities to Wood; [ Getting and 
Keeping Technical Talent Today 


Modern Industry 
The Staff-written Magasine of Interpretive Journalian 
347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive »* CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street + 


ATLANTA 3: 1722 Rhodes-Haverty Building 


LOS ANGELES 14: 403 West 8th Street 
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Bankhead Ad Bill 
Foes Win Round 
in Long Battle 


Washington, D. C., May 11.— 
Administration forces fighting the 
Bankhead - Cannon proposal for 
paid government war bond adver- 
tising gained at least temporary 
ascendancy over proponents of the 
bill today, when they induced the 
powerful House rules committee 
to refuse permission for discussion 
of the bill on the House floor. 

A serious and unexpected set- 
back for the groups that want 
$15,000,000 worth of government 
advertising for weekly and small 
daily newspapers, today’s action 
was not accepted as final, how- 
ever, for advocates of the bill 
insist that they can marshal the 
votes to force reconsideration of 
the ruling. 

At ~~ ae meeting of the rules 
committee, four members were 
reported absent. While Rep. 
Adolph J. Sabath, chairman of the 
group, did not reveal the vote, the 
members are understood to have 
divided evenly, 5 to 5, on the issue. 


On at least one previous Occa- 
sion, supporters of the bill salv- 
aged their measure from what ap- 
peared certain defeat, by using a 
parliamentary trick to revive the 
measure a month after it had been 
tabled in the ways and means 
committee. 

Enjoying the support of Robert 
Doughton, chairman of that im- 
portant group, representatives of 
the National Editorial Association 
and others who have supported 
the proposal believe they will still 
be able to get the bill to the floor. 

Today’s action was largely cred- 
ited to 78-year-old Rep. Sabath, 
who has spearheaded the admin- 
istration opposition to the bill. 
Within the rules committee, Rep. 
Eugene Cox, the second ranking 
Democrat, and Rep. Hamilton 
Fish, the ranking Republican, have 
been outspoken advocates of the 
bill. 


Held Up for Months 


Despite its rescue from the ways 
and means committee shelf in 
January, the war bond advertising 
bill has been held without a deci- 
sion in the rules committee for 
nearly four months, while Chair- 


man Sabath: called opponents of 
the proposal for a full hearing. 

The bitterness which has already 
been stirred within the ways and 
means committee as a result of the 
bill was exposed recently when 
Chairman Doughton leaped to his 
feet at a rules committee hearing 
to protest an assertion by Rep. 
Dingell, leader of the bi-partisan 
minority within the ways and 
means group, that “there was no 
real sentiment for this bill’ and 
that it was reported “due to some 
real heat” after “a _ battle of 
proxies.” 

At another session, Rep. Eber- 
harter of Pennsylvania, another 
foe of the bill, declared that a 
subsidiary of the National Edi- 
torial Association would make 
$1,250,000 in commissions from the 
bill. Paid war bond advertising is 
opposed by the War Advertising 
Council, Four A’s and other ad 
groups. 


Mooney Joins Maxon 


H. L. Mooney, former research 
director of Gardner Advertising 
Company, St. Louis, has joined 
Maxon, Inc., New York, as director 
of media and research. 


Women’s Adclub to 
Install New Officers 


Margaret Grobman of the Pure 
Milk Association will be installed 
as president of the Women’s Ad- 
vertising Club 
of Chicago at a 
meeting Tues- 
day, May 16, at 
6:15 p. m. at 
the Chicago Bar 
Association. 

Other officers 
to be inducted 
are: Marian 
Schmidt, Reli- 
ance Mfg. Com- 
pany, and Agnes 
Reasor, Cereal 
Institute, vice- 
presidents; Blanche Martin, Child 
Development, Inc., recording sec- 
retary; Elsie Wessel, Esquire, cor- 
responding secretary; and Ruth 
Williams, Wesson Oil & Snowdrift 
Sales Co., treasurer. 


~ 


Margaret Grobman 


Patton Appointed 


Melvin G. Patton, on the adver- 
tising staff of the Pittsburgh Press 
since 1935, has been named retail 


advertising manager. 


At the battle of Monmouth, June 28, 1778, the heat was 
stifling. Mary Hays, wife of a patriot gunner, carried 
water to the wounded and exhausted men. Soon they 
called her “Molly Pitcher.” When her husband fell, heat- 
stricken, beside his cannon, “Molly” took his place. Fired 
by her heroic example, the patriots beat back the enemy's 


attacks again and again. 


Against disheartening odds, 


American courage and determination won a glorious 


dont give up! 


There’s a vital lesson for every point-of-purchase advertiser in the example 
of “Molly Pitcher” and the patriots at Monmouth. Carry the fight to the foe! 


To falter now is to lose the public’s favor — and with it, the battle for future 


business. 


As long as you keep your product in the public eye, through colorful point- 


of-purchase displays, you maintain the “edge” that past planning, patience 
and persistence have brought you. If you quit, competition’s unceasing 
barrage will surely silence your guns. Stand your ground, soldier! Keep 
fighting NOW for tomorrow’s business. Don’t give up! 


CHICAGO bd 


Use itup, 
Wear it out, 
Make it do, 
or do without. 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 


DETROIT ° 


JERSEY 


CITY 


40avVe LS 0 


P yperwneri AGE regrets to 
announce that for the 
next sixty days it will be 
unable to accept additiona] 
orders for advertising space, 
Because of paper restrictions, 
space will be available only 
to the extent covered by cur- 
rent contracts and renewals, 
If there is a change in the 
situation which makes ac. 
ceptance of any new busi- 
ness possible, we shall be 
happy to extend our service 
to additional advertisers. 

It was necessary to post- 
pone more than 150 columns 
of advertising scheduled for 
this issue. 

This policy has been 
adopted to enable us to 
maintain our editorial stand- 
ards in all respects and to 
continue to render a full 
service of information to our 
subscribers. Thorough cov- 
erage of all advertising and 
marketing activities through- 
out the country will be con- 
tinued as heretofore. We 
believe that this program 
will meet with the approval 
of our readers and advertis- 
ers. 


Shaffer in New Post 


Ray Shaffer, formerly in charge 
of the Chicago office of Wetze] 
Brothers, Milwaukee printer and 
lithographer, has been named in 
charge of direct mail advertising 
of Tempo, Inc., Chicago art and 
photographic organization. 


Samuels Joins NBC 


Hartley L. Samuels, former 
director of advertising and promo- 
tion for Station WHN, New York, 
has joined NBC as network pro- 
gram promotion manager. 


tT. Fe 
San Francisco | 
Radio Picture 
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HAIRE 


specialized 
publications 


Corset and Underwear Review 
House icsiihine Review 
Infants’ and Children's Wear 
Notion and Novelty Review 
Luggage & Leather Goods 
Fashion insite 
Crockery oa Journal 
Linens aie 
* 

Decorative Furnisher 
Aviation Reuipesent 
The seiiie Pilot 
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T SOUNDS ridiculous. But some people 
seem to be trying to do just that! 


The answer seems obvious...to sell effec- 
tively...you’ve got to single out your mar- 
ket and sell to it directly. The way a wise 
salesman sells! 


Buyers, in other words, have definite 
departmental interests and specific prob- 
lems, even though their departments may 
be part of larger organizations, and they 
study and live with their own specialized 
trade magazines. 


What does all this mean to you, an 
advertising agency man? Simply this. If 
you have a client with a product to sell, 
you want to talk to his buyers—the men 
interested in his product. You want to place 
his advertising message, not where other 
buyers will pass over it, but where his buyers 
will see it, read it, think about it, and act! 


That, in a nutshell, is the story of HAIRE 


Specialized Business Papers. EACH 
HAIRE trade paper is aimeds at—and 
reaches — only a single field of retail store 
merchandising. If you’re advertising linens, 
for example, you don’t need to tell your 
story to luggage buyers. And aluminum 
pots and pans, for example, don’t mean a 
solitary thing to that upstage glove buyer 
and vice versa. 


So, remember Haire’s two-point plan: 


(1) ADVERTISE...as you sell... 


direct to your buyers 


(2) HELP THEM today so you can 


sell them tomorrow 


Always remember this!...when you want 
to reach your client’s buyer...instead of 
the buyer upstairs or down the aisle... 
you’ve got to get his attention in his own 
Haire Paper—one of the family of business 
papers printed, exclusively, for specific 
retail departments. 


* 
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‘Freshness’ Is 


Theme of New 
Old Gold Drive 


New York, May 10.—Second ma- 
jor drive by P. Lorillard Company, 
New York, to emphasize the merits 
of apple “honey,” the freshening 
agent used for the past year in 
the manufacture of Old Gold 
cigarets, is appearing currently in 
1,000 and 600-line copy in 112 ma- 
jor markets throughout the coun- 


Illustrated by Ben Prins and Al 
Moore, each ad is captioned “The 
Fresher the Better!” with amusing 
pictures of “freshness” where a 
service man is involved. The first 
ad, for example, depicts a soldier 
stealing a kiss from a pretty girl 
while helping her retrieve apples 


spilling from a bag. J. Walter 
Thompson Company is the agency. 


Peorians Name Worley 


Leonard C. Worley, manager of 
the Publix Great States Theaters, 
has been elected president of the 
Peoria, Ill., Advertising and Sell- 
ing Club. Other officers elected 
were: Paul C. Smith, assistant 
advertising manager, Caterpillar 
Tractor Company, vice-president; 
Russell C. Werner, secretary-treas- 
urer, Walker & Werner, secretary- 
treasurer; and Wesley C. Heppard, 
manager, Peoria Spring Company, 
associate secretary-treasurer. 


Crosier Heads Club 


Harold S. Crosier, Schenectady 
Gazette, has been elected president 
of the Advertising Club of Sche- 
nectady, succeeding Robert L. 
Gibson, General Electric Company. 


Railway Wins Award 

Railway Express Agency, New 
York, has been given the Dartnell 
Award for the excellence of a 
direct mail letter which brought 
the company a 40% response. The 
letter was signed by Kinsey N. 
Merritt, general manager of the 
public relations department. 
Dickie-Raymond Inc., Railway’s 
agency, assisted in preparation of 
the letter. 


Heads Hollywood Office 


Frank Oxarart, formerly an ac- 
count executive for Columbia 
Broadcasting System in Los An- 
geles, has been named a vice- 
president of Garfield & Guild, 
Advertising, San Francisco, in 
charge of its newly opened offices 
in Hollywood. Bertha Rio has been 
transferred from the San Fran- 
cisco office to serve as office man- 
ager of the Hollywood branch. 


Heublein Increases 
A-1 Sauce Campaign 


G. F. Heublein & Bro., Hartford, 
Conn., has expanded its advertis- 
ing campaign for A-1 Sauce, using 
45-line ads one to four times 
weekly in 156 newspapers in 104 
cities. The company has also re- 
newed the monthly A-1 schedule 
in 14 national magazines. 

Lawrence C. Gumbinner Adver- 
tising Agency, New York, handles 
the account. 


Briggs Moves Offices 
Thomas W. Briggs Enterprises, 
merchandising and advertising 
planner, has moved its New York 
office to 345 Madison Ave. The 
Welcome Wagon Service Company 
and its subsidiary organizations, 
Civic Research Company and Baby 
Time Service Company, all Briggs 
Enterprises, occupy the new offices 
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At the suggestion of the War Advertising Council we are offering reprints of this advertisement to anyone who wishes to have them. 
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Ward Day-to-Day 
Work Unchanged 
by U. S. ‘Invasion’ 


Chicago, May 11.—As Montgom. 
ery Ward & Co. settled back t 
operations as a privately owneg 
controlled and managed company 
this week, marketers who wop. 
dered what happened to the jp. 
ternal operation of the huge mer. 
chandising giant during its perio, 
of “government service” learne; 
that the answer was, Very little. 

The government took over the 
plant and a baker’s dozen of top 
management executives, heade 
by Board Chairman Sewell Avery 
moved out, some under their ow, 
power and others under applica. 
tion of a new type of pressure 
called seat propulsion. 

But the operating executives, x 
distinguished from the policy. 
makers, held down their usuaj 
jobs and did all the usual thing; 
in approximately the same way 
that they have always done them, 
Preparation of material for the 
catalog went on as usual; adver. 
tising and promotion for the hup- 
dreds of Ward retail stores wa 
produced and placed as_ usual: 
work in the 640 retail stores and 
in the eight mail order houses not 
affected by the order also went 
on as usual. 


Special Ads Run 


The company placed newspaper 
ads in this territory during the 
period of government occupation, 
one reporting that the annual 
stockholders’ meeting would be 
held at the Blackstone Hotel in- 
stead of at the Chicago offices, and 
another urging all employes t 
vote in the union election and 
promising that their jobs wouldf 
continue whether they were 
union or not. The government 
made no effort to interfere with 
any of this advertising. 

Mr. Avery informed the pres; 
that there was substantial evi- 
dence to prove that Ward busines 
fell off during the occupation be- 
cause people didn’t want to do 
business with Uncle Sam in the 
guise of a storekeeper, but official 
sales figures were not available, 
and probably will not be until the 
usual release of monthly figures. 
Ward sales for April were 20.5% 
below last year, and a substantial 
proportion of the loss can un- 
doubtedly be attributed to the 
company’s difficulties with the 
government. 

How much was due to the pub- 
lic’s reluctance to buy from Uncle 
Sam, and how much to more pro- 
saic things, such as the general 
impression that Post Office work- 
ers were being withdrawn from 
the plant and that orders might 
therefore not be filled, is impossi- 
ble to determine. 

P. S. That Chicago newspaper! 
report quoting “a company off- 
cial” as saying that the next Ward 
catalog will have a picture of the 
carried-out Avery on its front 
cover, with the slogan, “We take 
orders from everybody,” is just 
gag. 


Names Marcel Schulhoff 


Brockman & Schloss, New York, 
has appointed Marcel Schulhoff & 
Co., New York, to handle adver 
tising for Sun Spun Candlewick 
bedspreads. 
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says a client — ‘many executives and 
training directors wonder how it is 
possible for you to find so many 
unique ways to tell our story." 
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me way The average executive reader of Newsweek 
ne them, Executives in business and industry comprise 45.2% has 51.2 people working under him.* 


for the of the more than 550,000 circulation of Newsweek.* 
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The members of Newsweek families who travel by plane 
have traveled an average of 16,400 miles per family.* 


= woudl EBSTER defines “potential” as 
=e 7 “that which is possible”. And what 
he bm intriguing possibilities open, once you 
— reach the Significant People — the read- 
j im th ers of Newsweek! Particularly —for in- 
vale dustrial advertisers—when you reach 
on the quarter of a million of these who are 
ibstantial ‘ ° ° ° 

can Ub executives. Executives in industry and 
ith © business who not only make industrial 
vm Uncle purchases of their own, but who influ- 
10re pro- 

x. ence the purchases of others. 

vn The Significant People have been at- 
—— tracted to Newsweek because they have 
any vee found that it fits their needs and desires 
it. foe so completely. Its vital editorial policy 
= Sas of impartial reporting, news signifi- 
hot cance, and forecasts of the future has 
ew York stepped-up Newsweek’s circulation by 
lo sive 78% in the past six years. And, in the 
— same period, when measured by the 


number of pages of business and indus- 
trial advertising carried, Newsweek has 
advanced from seventh to second place 
among all general magazines. 

* According to a recent survey, the results of which are 


being presented in a series of advertisements in this mag- 
azine. Further details on request. 
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Suyker Named Head of 
Fair; Others Advanced 


Hector Suyker, formerly first 
vice-president of The Fair, Chi- 
cago department store, has been 
elected president, succeeding J. S. 
Schoff, who resigned last Jan. 31 
to become president of Blooming- 
dale Bros., New York. 

J. E. Ellington, merchandising 
manager of the ready-to-wear 
department; J. M. Sammet, mer- 
chandise manager of the home 
furnishings department; and F. C. 
Strodel, merchandise manager of 
the street floor and other depart- 
ments, were elected vice-presi- 
dents. 


BOOKLET MAILED TO 
EXECUTIVES ON REQUEST 


~ WILLIAM BALSAM 


540 N. MICHIGAN - CHICACO ein 7819 


Mr. Shakespeare 
Takes Up His Pen, 
Slashes at NAM 


Kalamazoo, Mich., May 9.— 
Indications that the projected 
national campaign of the National 
Industrial Information Committee, 
already held up long beyond orig- 
inal release date because of in- 
ability to satisfy everybody on the 
type of copy to be used, will not 
be allowed to get under way with- 
out some additional sniping, came 
today from this quiet city, where 
one member of the National Asso- 
ciation of Manufacturers took pen 
in hand to write a biting letter to 
other members of the NAM and 
sponsors of the NIIC. 

M. Shakespeare, who operates 
his own fishing tackle company, 
attended a session of the NIIC in 
Chicago April 27 at which a prog- 
ress report was given by Alfred 
Sloan, chairman of the committee. 
But he was far from satisfied with 


the report, or the meeting, so yes- 
terday he addressed a two-page 
letter to every other NIIC sup- 
porter who attended the meeting. 

“Your letter of invitation, like 
mine, was probably signed by Mr. 
Wilfred Sykes (Inland Steel Com- 
pany) and stated... ‘The meeting 
will continue with a general dis- 
cussion of the new program,’ ” Mr. 
Shakespeare wrote. “Due to my 
experience with NAM meetings, I 
doubted very much if there would 
be any discussion permitted. . . No 
discussion whatever was _ per- 
mitted. This is exactly in line 
with the way NAM runs its annual 
membership meetings. . . Members 
may write comments to the reso- 
lutions committee or to any other 
committee or the staff, but at no 
time is there any opportunity for 
the membership to secure the ear 
of those members attending to 
express any ideas or raise any 
questions or make any sugges- 
aa 


Sees Little Confidence 


Declaring that it is unfortunate, 
but true, “that in the minds of 
altogether too large a percentage” 
of the public, “there is no more 
confidence placed in NAM than 


in the CIO or the New Deal and 
for exactly the same reason,” Mr. 
Shakespeare insisted that “‘they do 
do not believe that we mean what 
we say when we say we stand for 
free competitive enterprise. They 
know of too many monopolistic 
practices and abuses, such as 
agreement on price...” 

Business should do a _ house- 
cleaning job, he insisted, present- 
ing a three-point program: 

“1, Clean its own house of 
non-free enterprise abuses, such 
as monopolistic practices—price 
agreements between competitors— 
territory division among competi- 
tors, etc. 

“2. Practice ‘live and let live’ 
—encourage small business by in- 
creased sub-contracting and leav- 
ing distribution wherever practical 
to independents instead of trying 
to be completely self-contained. . . 

“3. Resolve and agree to regu- 
late and police ourselves. . .” 

Asking those who agree with 
him to send in suggestions and 
recommendations, Mr. Shakespeare 
wound up with this dart: 

“It is disturbing to me to see so 
many thousands of business men 
willing to sit through meetings, 
such as we had in Chicago and 


In Modern Plastics every trend of plastics interest comes in for 
paged and sectioned attention. Directed and edited by expe- 
rienced plastics authorities, in their chosen fields, these pithy 
features and comprehensives build readeg:value—and take up 
a position in each issue, as good neighbors to good advertising. 

It pays to advertise in Modern Plastics—the meeting place of 
plastic minds . . . for where minds meet, decisions are made! 
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such as are held for three 
every year in New York, and a 
satisfied to be spoon fed undergamm 
complete gag rule and stil] 

home happy and be willing to 
come back year after year.” 


‘Journal’ Scores — 
‘Patent Medicine’ 
Ads Over Radio 


Chicago, May 11.—The radi 
industry was asked by the Journg 
of the American Medical Associg, 
tion this week to emulate many of 
the leading newspapers of the 
country by curbing unwarrante 
“patent medicine” advertising, 

“The interests which exploit the 
sick through ‘patent medicing 
advertising on the radio should no 


be allowed to tamper with the ™-OMP* 
health and pocketbooks of the 
American people,” declares the @Addre: 


Journal. In the same issue it re. 
ports the cases of two men suffer. 
ing chronic prolonged bromide jp. 
toxication, “presumably .arisip 
from prolonged self administratigg 
with B.C. headache powders* 
Both men, prior to admission to, 
hospital, had been seen stumbling 
aimlessly around the streets ang 
had been thought to be drung 
Nineteen days in the hospital wem 
required for one of the men ang 
12 days for the other, the artigf 
relates. 

Commenting on this report, 
Journal says: 

“Although many leading publi 
cations of the country have mag 
a serious effort to eliminate iim 
worst of the ‘patent medicinal 
from their advertising pages, nm 
merous radio stations remain mg 
toriously backward in this respeg@ 
Hour after hour, day after day 
loud speakers of radios blare form 
outrageous claims for some nom 
trum or ‘patented’ home remedy 
“The ‘patent’ remedies adven 
tised range from those that mm™ 
be positively harmful . . . to thom 
that are merely grossly overprica 
in relation to their value. Eve” 
these, however, tend to delay tim 
use of dependable foods or serv 
ices and initiate the expenditul 
of funds that might better ® 
applied to securing scientific diag 
nosis and treatment.” 

The situation, the Journal add 
“requires the housecleaning efform 
of the radio industry itself” aml 
the more active interest of gow 
ernmental agencies. 


Calco Names Hazard 


Calco Chemical Division, Amer 
can Cyanamid Company, Boul 
Brook, N. J., has named Hazem 
Advertising Company, New Yom 
to handle its advertising, effectif 
July 1, when J. M. Mathes, Ing 
will resign the account. Busing 
popes and direct mail wil ® 
used. 


Names Vladimir Agenc¥ 


Myrurgia Perfumes, New Yom 
has named Irwin Vladimir & @ 
New York, to handle its advera™ 
ing. Helen Asbury, formerly wil 
John A, Cairns & Co., has joi 
the agency’s executive creatl 
staff. 
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@ The Register is rated* 
7th test market in the U. 
—2nd in New England. 

@ minimum cost you rea 
urban and suburban pop 
tion. 
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Advertising Age: Please enter my 
subscription for one year and send. me a bill for $2.00. 
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is an exclusive feature in The United States 


News ... Reliable and specific answers 


are given to many perplexing questions of 


governmental action - - - answers that ee ee 


portant news of national affairs is spot- 


analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


tell you what you CAN and CANNOT do— 


I never fail to read the 
®ws from 'Kivver tc Kivver' and 
ith the informaticn which it 
Ontains I am equipped for any 
Arguments which might come up eT 

petween friends in these unusual Explicit answers that help Management 
and trying days - so far I have 
hot lost a bout." 


8rroll Downes, 
“ecutive Director Daniel W. Ashley 


BOUTHERN GOVERNORS CONFERENCE executives keep safely within the law. . Vice President in charge of Advertising 


EWS OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 
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Frigidaire Names Two 


Harry M. Kelley, with Frigidaire 
Division, General Motors Corpora- 
tion, Dayton, O., in various sales 
capacities for the past 12 years, 
has been named manager in 
charge of all household appliance 
product sales for the division. Paul 
H. Brennan has returned to his 
former position as commercial 
sales manager of the division, after 
serving, as did Mr. Kelley, in 
Frigidaire’s war contracts division. 


Smith, Myers Advanced 


Irwin E. Smith, with Victor 
Chemical Works, Chicago, for the 
past 21 years, has been named 
sales manager. Elwood M. Myers, 
with Victor since 1941, has been 
named in charge of advertising. 


AFA Membership 
Hits New High 


New York, May 9.—The number 
of sustaining members of the Ad- 
vertising Federation of America 
this year has hit the record high 
total of 763. 

A breakdown of this figure 
shows that 182 of the members are 
newspaper publishers, 180 adver- 
tising agencies, 117 national adver- 
tisers, 50 radio broadcasting com- 
panies, 47 magazine publishers, 80 
business paper publishers, 15 farm 
paper publishers, 31 outdoor ad- 
vertising companies, 26 graphic 
arts plants, 16 equipment and sup- 
ply houses, and 19 miscellaneous 
media and services. 

It should be noted that many 
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newspaper publishers also own ra- 
dio broadcasting stations and mag- 
azine publishers also publish many 
business papers, so that the num- 
ber of these represented in the 
federation is actually higher than 
the figures given. 

Because the 40th annual con- 
vention of the AFA, scheduled for 
Chicago, has been called off due 
to transportation difficulties, the 
board of directors of the associa- 
tion has recommended to the 
membership that election of new 
officers and directors be suspended 
until a more-propitious time, but 
not beyond June 15, 1945. 

Until such an election is held, 
present officers and directors would 
continue in their posts. 


Crown Appoints Moss 


Crown Products Corporation, 
Philadelphia, has appointed Moss 
Associates, New York, to handle 
advertising for its rug cushions 
and carpet linings. The company 
is running a campaign in home 
furnishing publications featuring 
the Army-Navy “E” award to 
Crown for the manufacture and 
processing of felt’ and _ textile 
products. 


N.Y. Adclub Elects 


New Officers 


New York, May 9.—Allan T. 
Preyer, executive vice - president 
of Vick Chemical Company, today 
was elected 
president of the 
Advertising 
Club of New 
York at the 
club’s annual 
election meet- 
ing. The three 
vice - presidents 
named _ include 
Clarence L. 
Law, vice-presi- 
dent, Consoli- 
dated Edison 
Company; Lee 
J. Eastman, president, East Coast 
Aviation Company, and Stanley 
Resor, president, J. Walter Thomp- 
son Company. Treasurer is James 
A. Brewer, president, Brewer- 
Cantelmo Company. 

New directors are John A. Zel- 
lers, vice - president, Remington 
Rand; H. J. Kenner, general man- 
ager, Better Business Bureau of 
New York; Andrew J. Haire, 
president, Haire Publishing Com- 


Allan T. Preyer 


ALL DRESSED UP...AND NO PLACE TO GO? 


Meyercord Decalcomania is a 
proven advertising medium .. 
brings you, night and day, more 
“circulation”’ per dollar per square 
inch, for a longer time, than prob- 
ably any other form of advertising. 
Facts prove—surveys show—that a 
complete program of window signs, 
store-front valances, signs on mir- 
rors, counters, walls, backbars.. . 
packs real sales punch at the 


. the point of pur- 
chase! And Meyercord Decals, 


—, 


critical spot .. 


. that 


sign... 


placed at these strategic points, will 
last without bother or replacement 
for three years and more. 
Meyercord Decal Signs can be 
produced in any size, colors, or de- 
are durable, washable, and 
easy to apply. Let us help you plan 
a complete, colorful dealer pro- 
gram of Decals... 
lasting, sales making, point-of-pur- 
chase advertising. Free designing 
and merchandising service. Write 
for details. Address Dept. 39-5. 


for low-cost, 


-. Werld’s Leading Decalcomania Manufacturer | 
323 WEST LAKE STREET + CHICAGO 44,. ILLINOIS. : 
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pany; G. Lynn Sumner, president 
G. Lynn Sumner Company; and 
Quincy P. Emery, vice- president, 
Stevens-Nelson Paper Company. 

Directors continuing in office 
are Eugene S. Thomas, sales man- 
ager, Bamberger Broadcasting 
Service; Wilbur F. Howell, secre. 
tary, Robert Gair Company; 
Herbert L. Stephen, news editor, 
Printers’ Ink Publishing Company: 
Charles C. Green, managing dij- 
rector, Advertising Club; Daniel §. 
Tuthill, vice-president, National 
Concert & Artists Corporation; 
James Wright Brown JZJr., pub- 
lisher, Editor & Publisher, and 
Frederic R. Gamble, president, 
American Association of Advertis- 
ing Agencies. 


NBC Adds Magazines 
to Current Campaign 


National Broadcasting Company, 
which has been running a series 
of advertisements in business pa- 
pers in the advertising and amuse- 
ment fields telling why NBC is 
“the network most people listen 
to most,” has expanded its publi- 
cation advertising to include sey- 
eral national magazines. 

For the present the network is 
not expected to create any new 
copy for its consumer advertising, 
judging by a recent ad, which is 
the same as that carried in busi- 
ness papers. The present list of 
magazines scheduled to get a 
series of NBC ads includes Busi- 
ness Week, Fortune, The New 
Yorker, Tune-In and United States 
News. J. Walter Thompson Com- 
pany handles the account. 


Names Buchen Agency 


The Buchen Company, Chicago, 
has been named to handle the ad- 
vertising of the U. S. Slicing Ma- 
chine Company, LaPorte, Ind., 
manufacturer of slicing machines, 
effective May 31. Howard Rose 
and John M. MacDonald will serv- 
ice the account. 


SPOT 
BROADCASTING 
REACHES THE 
MOST PEOPLE 
FOR THE 
LEAST COST! 
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and WRIGHT-SONOVOX, Inc. 
* 


For latest radio information, call 


FREE & PETERS, Inc. 


Pioneer Radio Station Representatives 
Since May 19382 


CHICAGO: 180 No. Michigan...... Franklin 6378 
NEW YORK: 444 Madison Ave...... Plaza 5-4130 
ATLANTA: 322 Palmer Blidg.......... Main 5667 
SAN FRANCISCO: 111 Sutter........ Sutter 4353 


HOLLYWOOD: 6331 Hollywood ons. scocese ist 
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me Taking Your Advertisement HOME 


=! | Ts A MILLION READER-FRIENDS 
) At night-fall they're coming from alll directions . — 


se 


train . .. trolley .. a: . coming from all inc bue e Dointec! to 


paper to the family fireside. | " 1 


«sist 


So different from the morning hotir wher 


. ¥ folkes are scurrying © 
and scattering to the tasks whith call them. When minutes count and 
there is such scanty times Whek reading is hardly more than headline- 
grabbing. ) X 

the eyefiing ad And shall Bence coaleee The Chunad Daily News 


“ the BASIC advertising medium in the ’ city of its publication. The adver- 


Hits, 


-tiser in, [he DailyelNews touches the fey audience of Chicago. A million 
‘cader-fiends who enjoy The’Daily News pages leisurely in the ene 


enan 


porieston 
‘harleston 
Columbia 
.Ral 
‘Roan 


yuquerque 
a na Cty 


: THE CHICAGO DAILY NEWS |g 


S, Inc. FOR 68 YEARS CHICAGO'S HOME NEWSPAPER 
sentatives ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Ploza es 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building te 
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ability or a reality only if we fail 
to accomplish the obvious objec- 
tives which have been set up. 

The pressure on the supply of 
pulp available for print paper 
manufacture comes from the pack- 
aging field. The manufacture of 
paperboard and coarse papers re- 
quired for packaging, both in the 
military and civilian fields, re- 
quires an enormous tonnage of 
pulp, but fortunately it can be 
made from waste paper, new ma- 
terial being required only if suf- 
ficient waste is not supplied. 

The drives for the salvage of 
waste paper of all kinds which 
have been under way for several 
months have produced an in- 
creased volume, but the amount is 
still short of requirements and far 
short of what can actually be col- 
lected. The threat of a reduction 
of our printing paper supplies 
ought to spur every publication, 
every advertiser and every printer 
to increased efforts to see that in 
his community, and everywhere 
else that his influence can reach, 


merchants and their customers, and 
the public is gradually getting ac- 
customed to the idea that wrap- 
ping of packages should be re- 
duced to the minimum essentials. 
Many products which are already 
packaged really need no additional 
wrappings when delivered to the 
consumer, and the plan followed 
in some stores of wrapping all 
items individually before combin- 
ing them into one package should 
be promptly discarded. 

We hope that WPB will keep in 
mind the obvious fact that paper 
used for printing and for the dis- 
semination of information vital to 
the maintenance of morale on the 
home front is not to be classified 
as a “commercial” use only, but 
that it is so important to the na- 
tional welfare that no further re- 
strictions should be imposed ex- 
cept in case of dire necessity. That 
necessity has not yet arisen, and 
with the application of common 
sense methods to the paper salvage 
program should not be permitted 
to arise. 


Advertising Grows Up 


We believe that not enough em- 
phasis has been placed on the 
growing recognition by manage- 
ment of the importance of adver- 
tising, not only in the promotion 
of product sales, but in the whole 
field of consumer and community 
contacts loosely grouped under the 
name of public relations. Th: new 
approach has been developed by 
such companies as International 
Harvester, whose department of 
consumer relations is now a major 
division of the company. 

Because of this broader concep- 
tion of advertising and its related 
functions now and in the postwar 
world, we see emerging greater 
responsibilities for executives 
whose vision is broad enough to 
encompass all of the activities 
which in any way affect the abil- 
ity of a company to maintain con- 
sumer and public good will and 
to do business in a friendly atmos- 
phere of acceptance and approval 
both by those who use its products 
and those whose opinions may 


help to determine national policies 
and attitudes toward business. 
That is why we felt that the 
election of Robert S. Peare as a 
vice-president of the General Elec- 
tric Company in charge of adver- 
tising, publicity and broadcasting 
was particularly significant of the 
changing times. While he is not 
the first GE advertising manager 
who has been honored with a vice- 
presidency, since Chester H. Lang 
was promoted to a similar post 
several years ago, the fact that Mr. 
Peare continues in charge of the 
department which he has headed 
and continues to discharge the 
duties previously assigned to him 
is an evidence of the thinking of 
the management as to the increas- 
ing importance of those activities, 
Advertising men who have a keen 
sense and awareness of the future 
of Aiuerican business have before 
them the opportunity to play a 
leading role in helping business to 
meet its problems and responsi- 


bilities successfully. 


as it did at a public relations con- 
ference in Indianapolis last month, 
it is this writer’s opinion that its 
efforts will be exceedingly fruitful. 
And if all business viewed “pub- 
lic relations” as Chester C. Oberly, 
president of Tohkeim Oil Tank 
& Pump Company, Ft. Wayne, 
views them, we’d get farther fas- 
ter. Said Mr. Oberly: 

“Executive management has no 
right to expect any more from the 
efforts of its public relations man 
than can come from the policies 
which the executive management 
creates. . . ‘Public relations’ pro- 
grams are intended to gain public 
approval of business policies. . . If 
the policies in effect by manage- 
ment adequately provide for the 
needs of the employes and the 
public, no difficulty should be ex- 
perienced in establishing public 
approval. . . 

“What I will review for you 
here today is not a theoretical pro- 
gram or some good _ sounding 
phrases, but rather a presentation 
of our own company’s policies and 
practices, all of which have been 
in effect for many years and which 
have produced excellent results. 
. . We have never had a strike or 
serious labor controversy.” 

And Mr. Oberly has much more 
to say along similar lines, includ- 
ing this: 

“Please observe that I have used 
the expression, ‘employe relations’ 
and not ‘labor relations.’ Person- 
ally, I do not like the word, 
‘labor.’ ‘Labor’ suggests to me some 
necessary part of business, like 
material or other commodities 
without human appeal, and right 
there is where I think much of 
management in the past 30 years 
has completely missed the boat.” 


Funny Business 

The Cafe Zanzibar, New York 
nitery which recently got out a 
long-winded brochure to prove 
that the 30% night club tax is 
really a blessing in disguise, has 
definitely adopted the screwy line 
in its efforts to gain publicity. 
Latest development on this unim- 
portant but interesting front is a 
“post-midnight” plan which the 
club has evolved for the benefit of 
sleep-happy. patrons, and incident- 
ally for the benefit of the press. 

Under this exotic new night 
club plan the service man, or for 
that matter the current equivalent 
of the big butter and egg man, can 


ber at the appropriate time with 
her “trilling, thrilling voice.” “Miss 
Wake-Up” is Maryann Hoy (19, 
5’ 5”, romantic and single), and 
Yvonne Paxton (21, 5’ 6”, recently 
moved to New York from Miami 
Beach and wants to be a model). 
They will call anyone who signs 
a request, indulge in the kind of 
waking-up chitchat which the 
client prefers, but positively will 
not wake anyone in person. 


Transit Giveaway 

National Transitads has issued 
a report on the responsiveness of 
transit advertising in 37 urban 
market areas which is rather star- 
tling. It is based on a double 
Wrigley card devoted to woman- 
power, and carrying a picture of a 
Pilgrim girl. The card itself made 
no offer, but attached to it was a 
pad of tear-off business reply 
cards, offering a free print of the 
Pilgrim girl without advertising. 
According to National Transitads, 
the 37 cities in which the card was 
tested gave it an exposed circula- 
tion of 16,255,220, with 1,094,550 
cards torn off and 205,336 actually 
mailed in. 


No End in Sight 


International Railway Company, 
Buffalo, did its part toward shak- 
ing the citizenry out of its leth- 
argy last month with newspaper 
advertising in Buffalo and Niagara 
Falls, headed, “Who Said the War 
Is Over?” “Wake Up, America,” 
said the copy. “The war is not yet 
won. Our only hope of peace, 
security and freedom lies in vic- 
tory. If you are in war work— 
production, transportation, com- 
munications—stay there! Work as 
though victory depended on your 
effort. It does! 

“If your work is non-essential— 
switch now! Even if you’ve never 
worked before, you can find work 
essential to the war.” 

The ad wound up with the in- 
formation that International Rail- 
way had some essential jobs avail- 
able that it would like to fill. 
Jottings 

This marketing research busi- 
ness is getting pretty serious. The 
Paul M. O’Neill Detective Agency 
of New York is now offering its 
professional services to marketing 
men who want traffic counts, sur- 
veys of individuals, shopping or 
checking services, or any other 
kinds of commercial or industrial 
surveys... ‘ 


No. 2337. Distribution—the Bot- 
tleneck to Farm Electrification. 
Successful development of the 
farm electrification market de- 
pends largely upon effective sales 
and distribution policies, Farm 
Journal and Farmer’s Wife points 
up in this 32-page booklet. 


No. 2326. Responsiveness of Tran- 
sit Advertising. 

National Transitads has issued 
this report of a Wrigley car card 
offer in 37 urban market areas 
which, with a circulation of 16,- 
255,220, drew a preliminary action 
of 1,094,550 reply cards removed 
and actual requests received total- 
ing 205,336. 


No. 2327. National Humane Re- 
view 


The official magazine of the 
American Humane _ Association, 
which has just changed its policy 
and is now accepting advertising, 
has issued a brief review of the 
association, the National Humane 
Review, founded in 1912, and the 
market this publication serves. 


No. 2328. When You Invest in 
Advertising. 

The Nation’s Schools has re- 
leased this folder discussing gen- 
eral quality, useful coverage and 
advertising acceptance, and offer- 
ing additional copies of its data on 
the public school market and its 
medium. 


No. 2329. Rate Book and *Market- 
ing Guide. 

The Minnesota Editorial Asso- 
ciation has issued this 24-page 
booklet of rate and market data 
on the 425 daily and weekly news- 
papers which belong to the asso- 
ciation. 


No. 2330. Greensboro—2nd Mar- 
ket in the Carolinas. 

Facts on the population, retail 
sales, food, drug and automotive 
sales in the 10 most important 
cities in the Carolinas, as well # 
its coverage of the Greensboro 
market, are presented in this 
folder issued by the Greensboro 
News and Record. 


No. 2331. Democracy in Action. 
The story of KYW, Philadelphia, 
and its achievements in education 
by radio are told in this illus- 
trated, two-color booklet. 
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Wrigley to Start 
Nationwide Spot 
Radio Campaign 


Chicago, May 10.—To explain to 
the public why all of its standard 
prands of gum now are being 
shipped overseas, Wm. Wrigley Jr. 
Company next Monday will launch 
its first nationwide spot radio cam- 
paign. 

The program calls for an aver- 
age of five one-minute spots daily 
per station, with a total of from 
950 to 300 stations carrying the 
Wrigley series. Almost 100% cov- 
erage will be achieved, with sta- 
tions being used from coast to 
coast and from the Canadian bor 
der to Mexico. 

The spot campaign will be in 
addition to explanations of the 
wartime move (AA, May 1) now 
being carried on the three CBS 
network shows sponsored by the 
manufacturer. Consumers will be 
told that Wrigley’s stock of raw 
materials is dwindling steadily and 
that it cannot supply enough 
quality gum to fill the demand at 
home and still supply the armed 
forces. 

Although the company has used 
spot radio before, this is its first 
nationwide operation. It last used 
the medium on a sectional basis in 
the fall of 1942. Ruthrauff & Ryan, 
Chicago, is the agency in charge 
of the campaign. 

Through the same _ agency, 
Wrigley will launch a test cam- 
paign next week in 101 weekly 
and bi-weekly country newspapers 
featuring a column of news local- 
ized to the boys overseas or with 
the armed forces in this country. 

Wrigley will furnish the head- 
ing, “Our Boys in Service,” and 
commercial messages explaining 
how its product is now going to 
the men overseas. Editors of the 
publications will furnish the news 
about local service men, The com- 
pany believes this is one way of 
licking the mechanical difficulties 
involved in a country newspaper 
campaign. 


Tulsa's market area, the 
Magic Empire, comprising 
but 30 counties out of 
Oklahoma's 77, purchased 
49.7% of ALL the State's 
Wer Bonds during the 
Fourth War Loan. 


Tulsa's market area OVER 
SUBSCRIBED its quota 
with 133.2% as against 


the State's average of 
127.1%. 


Markets are PEOPLE 
WITH MONEY and 
KVOO reaches more of 
them in Oklahoma and 
Surrounding states than 
any other station. 


Incorporated 


EDWARD PETRY & CO. 


Turchin Appoints 

H. H. Turchin Company, New 
York, has appointed Kaplan, Siesel 
& Bruck, New York, to handle ad- 
vertising of its glass furniture and 
decorative accessories. 


Fleming to Compton 

James Fleming, formerly ac- 
count executive of Pedlar, Ryan 
& Lusk, New York, has joined 
Compton Advertising, New York, 
as account executive on Crisco, a 
Procter & Gamble account. He 
succeeds Seaward Woodard, who 
has joined the armed forces. 


Joins Ward-Griffith 

Palmer Terhune, formerly ad- 
vertising manager of Markets, 
South St. Paul, Minn., has become 
associated with the Chicago office 
of Ward-Griffith Company, pub- 
lishers’ representative. 


Names G. B. McDonald 


Gerald B. McDonald has been 
named a vice-president and placed 
in charge of sales in the New York 
office of Williams, Lawrence & 
Cresmer Company, newspaper 
representative. 


Korth Moves Studio 


Fred G. Korth has moved his 
studio and laboratory for indus- 
trial, illustrative and advertising 
photography to larger quarters 
at 520 N. Michigan Ave., Chi- 
cago. 


D’Albret Named 


R. O. d’Albret, formerly in the 
Chicago sales department of 
American Druggist, has been ap- 
pointed western advertising man- 
ager of the publication, with head- 
quarters in Chicago. 


"13 
Blue Adds Two Outlets 


Stations WOCB, Hyanis, Mass., 
and WMAN, Mansfield, O., have 
become affiliated with the Blue 
Network, effective May 6 and May 
15, respectively, bringing the total 
of Blue affiliates to 183. 


Rosenblatt to KBIZ 


Ruben | Rosenblatt, formerly a 
salesman with Universal film ex- 
change in Des Moines, Ia., has 
joined the program sales depart- 
_ of Station KBIZ, Ottumwa, 
a. 


The bigger the man and the more he knows, the more he wants to know... 


and the more he wants men around him to know. Whenever Business 


Week publishes one of its Special Reports to Executives and its man- 


agement-men readers have read it and seen its value, hundreds of 


them write for thousands of extra reprints — to reread and 


refer to associates. 


Within a month of publication: 980 requested 
3827 reprints of “Fibers of the Future” 
(BW—Mar. 4, '44). Within four days of 
publication: 296 requested 2925 re- 

prints of “Industry Plans Pen- 


sions” (BW — Apr. 22, '44). 
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Business Week is the one news magazine which 


is all business, its editors all business writers, its 


readers all business men. Business Week is sold only 


by subscription. And Trend Studies prove that per dollar 


you can reach more (and more) management-men throughout all 


business and industry in Business Week than in any other magazine. 


Tue NEws-BaSE OF MANAGEMENT'S Decisions 
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COL. PRIMROSE 


Shrewd, keen solver of mysteries, 
Col. Primrose is the product of Leslie 
Ford’s mind and pen, and one of the 
great detectives of our times. Mystery 
fans cheer his presence in Post pages— 
and have since 1937. 


CRUNCH AND DES 


Philip Wylie hit a bull’s eye with Post millions 
when he created these two adventuresome 
charter boat fishermen and their boat Poseidon. 
They’re five years old in the Post family —and 


ALEXANDER BOTTS 


As a salesman for the Earthworm Tractor 
Company, Alexander Botts made his ap- 
pearance in 1927. Nothing daunted—he has 
won his fame through always doing the 
impossible—and never failing to be hope- 
lessly in trouble. Botts is now a Captain in 
the Army—and still in trouble to the de- 


light of Post millions. 


considered old-timers by Post millions. 


MR. GLENCANNON 


The roaring, swashbuckling chief engineer 
of the Inchcliffe Castle is demanded in Post 
pages by a vast number of Post readers. His 
absence is cause for loud complaint. His pres- 
ence never fails to bring equally loud cheers. 
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BOYSI 


Irrepressible man - of - all - things - around - the - 
house who listens to everyone—then does things 
his own way. He’s Glenn Allan’s hilarious, un- 
predictable contribution to the family of char- 
acters that Post millions love. 


MR. TUTT 


Arthur Train visioned Ephraim Tutt back in 
1919 and his legal fame has spread like magic 
in the years between. Many Post readers still 
refuse to believe Tutt is not a real, flesh-and- 
blood person. 
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| The Saturd ay Evening Post P 
CHARACTERS 


HROUGH the years, a number of very genuine people 
have won their way into the hearts of millions through 
the pages of the Post. 


Peseta ba 


They are, of course, not actually people — though it is 
difficult at times to prove it to Post millions. 
They are characters—the lovable, laughable, sentimen- 
tal, enjoyable souls created by writers who know the 
4 ways into human hearts. | 


They are the characters who, in turn, give lasting char- 


gs acter to this magazine whose purpose is to entertain and BABE 
in- ; 3 You take a little, fair-haired kid like Babe, 
ar- inform the American home. it’s surprising the tug of her on a man’s , aaa 
heart—out of all proportion to her size. iy , 
Post characters are the kind of people other people Babe and Little Joe are “regulars” loved 4 


and talked about by Post millions. 
love—because they have that quality of humanness com- 


mon to most human beings. They are talked about by 
Post millions when they are present in Post pages. They 
are seriously missed if they are absent too long. 

As a family — they present another reason why Post mil- 
lions agree that great things naturally come first to the Post. 


FLORIAN SLAPPEY 


It was back in 1919 that 
Octavus Roy Cohen intro- 
duced Florian Slappey to 
Post millions. Man about 
Birmingham — sophisticate 
in a slappy, happy sort of 
way — Florian has cheered 
and amused Post readers 
€ver since. 


OLD JUDGE 


Alice Lent Covert’s delightful stories of the 
Old Judge have lifted the hearts of mil- 
lions. It’s a pretty tough case among the 
citizens of Doby that this kindly old lawyer 
can’t find some way to settle—especially if 
it’s between two lovers gone astray. 


ck in 
nagic 
; still 
-and- 
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16 
‘Coal Age’ Names Given 


Ivan A. Given, with Coal Age, 
New York, since 1928, has been 
named editor of the publication. 


MULTIGRAPHING 
MIMEOGRAPHING 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


Names Goldman, Gross 


U. S. Reduction Company, East 
Chicago, Ind., has named Goldman 
& Gross, Advertising, Chicago, to 
handle its account. Full pages in 
trade publications and Fortune 
will be used. 


Joins Kudner Agency 

Bernard Pagenstecher, executive 
vice-president of M. H. Hackett 
Company, New York, for seven 
years, has joined the serv- 
ice staff of Arthur Kudner, Inc., 
New York. 


Coty Offers 
City $25,000 to 
Air LaGuardia 


New York, May 9.—Coty, Inc., 
perfume and cosmetic manufac- 
turer, this week offered the city 
of New York $25,000 for the privi- 
lege of sponsoring Mayor La 
Guardia’s weekly radio report to 
the people for 25 weeks: over a 
commercial radio station. 

The Coty offer was disclosed fol- 


lowing the mayor’s broadcast last 
Sunday, during which he said he 
was getting “sick and tired” of 
hearing some people complain 
about his use of the city’s munici- 
pally-owned station, WNYC, and 
that he might take advantage of 
one of many offers he has had to 
go on a commercial station. 
Grover A. Whalen, chairman of 
the board of Coty, made the $25,- 
000 offer by requesting the Board 
of Estimates to enter into an agree- 
ment with his company for the 
“exclusive privilege” of sponsoring 
the talks, which are now broad- 


velopments. 


Informed Retailers 


Will Sell MORE 


The postwar home furnishings* scene 
will be marked by a great many new de- 


Postwar Home Furnishings! 


after the war; some refrigerator manu- 
facturers announce plans for complete 


lines of major appliances. 


ss slat 
Sule 


New resources. There will be many 
newcomers on the manufacturing scene. 
An aviation company has announced a 
complete line of appliances; others are 
expected to follow. A boat manufacturer 
is making cedar chests. A store equip- 
ment manufacturer is producing furni- 
ture. Kindred developments are likely in 
all the home furnishings fields. 


Expanded lines. Several radio manu- 
facturers have already announced that 
they are bringing out appliance lines 


New products, new materials, new 
manufacturing techniques will also mark 
the postwar home furnishings picture. 


To sell postwar home furnishings suc- 
cessfully to 30,000,000 American fami- 
lies, the furniture and department stores 
will want and need all the information 
they can get from manufacturers. Such 
information will implement them to do 
the best possible selling job for home 
furnishings manufacturers. 


And, postwar as now, more furniture and department stores will turn to RETAILING 
Home Furnishings for information about what’s new in home furnishings than to any 
other business publication in the field. Because: 


1. RETAILING Home Furnishings is the trade’s only weekly NEWSpaper. 


2- RETAILING Home Furnishings alone covers ALL the home-furnishings lines 
bought and sold by furniture and department stores. 


RE TA I LIN G HOME FURNISHINGS 


FAIRCHILD BUILDING, 8 EAST 13TH ST., N. Y. 3, N. Y. 


*Home Furnishings: Furniture & Bedding, Floor Coverings; Curtains & Draperies; 
China, Glass and Lamps; Housewares; Major Appliances; Radio & Television. 


Advertising Age, May to, 
cast every Sunday at 1 p.m. over 
WNYC. 

Although Mr. Whalen failed to 
reveal the contents of the three. 
page letter to the Board of Esti- 
mates, which will consider the offer 
at its meeting Thursday afternoon, 
he termed the Coty offer as “strict- 
ly a business offer to the city,” and 
added that the mayor has between 
1,500,000 and 1,800,000 listeners 
every Sunday. (In a recent survey, 
the mayor received the highest 
rating for any Sunday program at 
1 p.m., indicating 125,000 radios 
tuned in regularly to his broad- 
casts). 

Mr. Whalen also would not dis- 
close the name of the station which 
Coty might use for the mayor's 
broadcasts, but they would, how- 
ever, be aired from 1 to 1:30 p.m, 
Sundays, the time period he cur- 
rently uses on WNYC. 


Hoggson Promoted 


MacLean Hoggson, for the last 
seven years a member of the staff 
of Redbook, New York, has been 
appointed advertising director of 
the magazine, succeeding the late 
Harold C. Kennedy. Prior to join- 
ing Redbook Mr. Hoggson was 
with the Curtis Publishing Com- 
pany. 


Haire Buys Bi-Weekly 
Haire Publishing Company, New 


| York, has purchased the bi-weekly 


newspaper, Home Furnishings Re- 
porter as a supplement to its pub- 
lication, Decorative Furnisher. 


Wiley Names V. P. 

Robert M. S. Walker, formerly 
account executive of Roy S. Durs- 
tine, Inc., New York, has joined 
Walter W. Wiley Advertising, New 
York, as vice-president in charge 
of merchandising. 


Hartley Promoted 


J. A. Hartley, formerly manager 
of industrial advertising for the 
Chicago Journal of Commerce, has 
been named national advertising 
manager. 
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Right now there’s a global Goliath who can burn 
or blow up all we can make...and holler for 
more. He’s WAR. 

Bitter and brutal as it may seem, feeding that 
giant maw has meant more jobs. ..more food...a 
“good”’, if fearfully worried, life for millions. 

But, when it’s all over, what will happen to 
those jobs...to the people who hold them? Can 
we simply close down the war plants? Go back 
to “‘a third of a nation ill-clothed, ill-fed?’’ 

No. Not and expect freedom. 

What’s needed is a new Goliath—a giant peace- 
time consumer—who can and will buy, eat, use up, 
wear out—the bulk of goods devoured by WAR...a 
Goliath who can buy his own prosperity. 

Today’s America has a Goliath like that now. 


You Know The New Goliath 


He’s the Wage Earner market—nearly half the 
total population—outnumbering in his vast size 


True or False, Mr. Advertiser ? 


all other groups of families—and buying now in 
the volume this post-war period will need. 


If your advertising now can keep this market 
buying—you can keep it working. As you keep it 
working, you kick out breadlines ... relief, and 
imported “‘isms”’ 


It’s a big, tough job. Still, the real challenge lies 
in the fact that this new Goliath is a newcomer to 
many brand habits and brand names; moreover, 
he thinks, acts, daydreams differently from you. 


Open, Sesame 


To win his mind and heart in the time we have left 
calls for hard old-fashioned selling and — more — 
a relationship between buyer and seller approach- 
ing that of a friend at the family table. 


As it happens, knowing this new Goliath has 
been our business—for more than twenty-five 
fruitful years. 


In his earlier, ‘‘growing-Goliath’’ days we have 


“Breadline in ’49.” Those are the 
words on a sign erected by fighting 
Americans on Tarawa. They tell in 
their own grim way what the men are 
thinking —fearing—about post-war 
jobs. Read below what advertising 
might do about it. 


had the honor of first introducing him to some of 
America’s best known trade names. And that 
which we promised then, we promise now. This 
is the Macfadden pledge: 


To furnish to Industry a means of com- 
munication with Wage Earning America 
through magazines which enjoy reader con- 
fidence, loyalty, and respect. To maintain 
our service to Industry as the most authorita- 
tive private source of knowledge and under- 
standing of these people—upon whom Industry 
—and, indeed, our entire economic system 
as we presently know it—must depend. 


“‘The Common Man, well-informed, work- 
ing with good will, is the greatest 
force in producing the America we want.” 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY - THE MACFADDEN WOMEN’S GROUP - THE MACFADDEN MEN’S GROUP 


- Reaching one-half the Wage Earner Magazine reading families 
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By STANLEY E. COH 


Area of Immunity Seen 
as Result of Listerine Case 


Washington, D. C., May 11.— 
While Commissioner William A. 
Ayres has provided the legal fra- 
ternity with absorbing mental 
gymnastics in his sharp dissent 
from the FTC majority opinion in 
the Listerine case, his doctrine is 
also of great importance to mer- 
chandising people. 

Asserting, as he does, that the 
courts will interpret “dismissal 
without prejudice” as final action 
on the case, and preclude the FTC 
or any other-agency from renew- 
ing action on the same charges, he 
advances an important limit on the 
activities of administrative agen- 
cies, which could have interesting 
results in the Listerine case, for 
instance. 

Commissioner Ayres referred to 
U. S. vs. Willard Tablet Company, 
in which the 7th Circuit Court of 
Appeals recently held that an FTC 
order, with its finding of facts, is 
binding on the Food and Drug Ad- 
ministration in the enforcement of 
the labeling provisions of the Food, 
Drug and Cosmetic Act. 

Applied to the Listerine case, as 
suggested by Commissioner Ayres, 
this could mean that the FTC, in 
confessing its inability to determine 
the cause of the common cold, 
dandruff or halitosis, or the value 
of Listerine in preventing or treat- 
ing these ailments, has staked out 
a neat area of immunity for Lis- 
terine and other mouthwash ad- 
vertising in the future. 

In confessing its indecision, the 
FTC commented that whatever the 
cause of these ailments, it did not 
feel that the Listerine claims were 
sufficiently injurious to the public 
interest to warrant a cease and 
desist order. While this department 
cannot argue law, it would appear 
that barring some unpredictable 
agreement of medical authorities 
on the cause of these ailments, ad- 
vertisers now have a yardstick of 
what they can say about mouth- 
washes, and according to Commis- 
sioner Ayres, they are now pro- 
vided with legal precedent which 
may protect them from further 
interference by the FTC or any 
other agency. 

* * * 


Pork: Rep. John Rankin, the 
Congressman popularly credited 
with defeat of the federal soldiers’ 
vote bill, is greatly interested in a 
bill which would permit the wives 
of World War I service men to 
draw federal pensions whether or 
not their husband’s death can be 
traced to disabilities which have 
been incurred or aggravated while 
they were in service. 

Before the rules committee, 
Rankin was stopped for a moment 
by his own confession that neither 
the President, who opposes the idea 
of payment for non-service dis- 
abilities, nor any other executive 
official had been questioned about 
the bill, but he wasn’t a bit flus- 
tered by the traditional Republican 


For everyone who wants to 
use — not abuse — the 
English language. 


THE NEW BOOK BY 


JOHN B OPDYCKE 


VERYBODY needs to learn how to 

use English precisely, accurately — 
to convey his meaning. JOHN B 
OPDYCKE’S new book SAY WHAT 
YOU MEAN is Everyman's Guide to 
Diction and Grammar. It makes spelling, 
punctuation, the proper use of words sec- 
ond nature. By the noted authority, 
author of Don’t Say It, Get It Right, 
Take a Letter Please, etc. 700 pages, 
completely indexed. $3.75 at bookstores. 


Funk & Wognalis Co., 354 4th Ave. N. Y. 10 


licans He'leck of Indiana and 
Brown of Ohio with the comment: 
“From the same place the money 
comes from for lend-lease and 


EN, Washington Editor 


query: “Where’s the money com- 
ing from?” 

Displaying his rough and tumble 
wit, which stands him in such good 
stead, he quickly won over Repub- 


UNNRA.” 


* R aR 


Never-Say-Die-Dept.: The latest 


proposal for revision of federal 


taxes on margarine will get a 
hearing in the Senate agriculture 
committee June 6, with Senator 
Ellander of Louisiana presiding. 
Whatever the Senate does, mar- 
garine tax repealers have as much 
chance in the House as a pound of 
butter in the Miami sun. . . Racket: 


The Navy warns that war con- 
tractors are still paying off un- 
necessarily to racketeers “solicit- 
ing” ads for fly-by-night maga- 
zines that appear to have official 


sanction. 
K Bo K 


Export Trade: There is under- 
cover dissatisfaction within the 
FTC over failure of the Commis- 
sion to provide leadership in the. 
use of the Webb Export Act, with 
a feeling developing that Assistant 
Attorney General Wendell Berge 
is stealing the ball. 

Under the law, FTC is charged 


Vay one, 


Advertising Age, 


with administration of the act, but 
despite recent confusion over the 
law, with demands heard from in- 
dustry that it be clarified, the 
Commission has had nothing to 
say on the subject. 

Meanwhile, Mr. Berge marched 
boldly before the Commerce and 
Industry Association of New York 
last week, and told these out- 
spoken advocates of “clarification” 
that the Department of Justice saw 
no need for changes in the Webb 
Act. 

According to Mr. Berge, export 
trade associations formed under 


LESSON 


THE SPOKANE lg 
MARKET |S PARTS | 
-}OF FOUR STATES | 


Zi, Whether you’re a student of 
>) World affairs or a student of Mar- 
DP) VA kets, you’re in a Geography Class 

“a, these days! 


Bright pupils in Marketing know 


the following facts about Spokane and its highly pro- 
ductive, fast-developing Inland Empire: 


THE SPOKESMAN-REVIEW 


MORNING 


Especially posed for the 
Spokane newspapers by 
Joanne De Groat and 
her cousin, Mickey De 
Groat of Spokane. 


The Inland Empire includes parts of four states. «: 
It is as large as New England . . . Is bounded by fou 
formidable mountain ranges with peaks up to thre 
miles in height . . . Has a civilian population of 714 
155 on the basis of Ration Book 4... 


The Inland Empire is the site of Grand Coult 


Dam, greatest potential 


source of electric power ° 


SUNDAY 


Spoka 


IN { 


V ash; 


COMBINED DAILY CIRCULATIOMDY 


Advertising Representatives: John B. Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 
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the law will be exempt from the 
anti-trust laws: (1) So long as they 
do not become parties to foreign 
cartels; (2) so long as they do not 
interfere with the domestic mar- 
ket; (3) so long as non-member 
American firms are not hindered 
from trading ~erer 

* oS 


Turn - over: John Graetzer of 
OWI will go back to advertising 
at the end of the month. . . Dr. 
Paul B. Dunbar has succeeded 
Walter G. Campbell as Commis- 
sioner of Food and Drugs. Like 
Mr. Campbell, who recently re- 


tired, he had been with the Food 
and Drug Administration since it 
started in 1906. . . Harold Rosen- 
berg, former writer, has been 
named chief of the special assign- 
ments division of the OWI radio 
bureau, and Betty W. Carter, pub- 
lisher of Delta Democrat - Times, 
Greenville, Wis., assistant chief. 
* * x 


Crackdown: WPB will punish 
the 7-Up Bottling Company for 
using 12,000 gross of bottletops in 
violation of a restriction by re- 
quiring the firm to make up the 
12,000 gross from its 1944 quota... 


Mail Order: The armed forces will 
issue a mail order catalog again 
this year, so soldiers and sailors 
abroad may order Christmas gifts 
for the folks back home. Manu- 
facturers will be allowed addi- 
tional material by WPB to fill mili- 
tary Christmas gift orders, and 
maintain normal shipments to 
their regular customers. 
* * * 


Success: Surgeon General 
Thomas Parran is excited about 
the results of the recruiting cam- 
paign for the Cadet Nurse Corps. 
“The response is a magnificent 


tribute to American womanhood,” 
he declared, but cautioned that 
“the need remains acute.” 

Survey: WPB doesn’t expect to 
find much idle capacity in the ma- 
chine tool industry when results 
of the current survey of facilities 
come in. Despite completion of 
the once-urgent machine tool pro- 
gram, plants are busy doing sub- 
contracting on other war projects. 
Note: Changes in military program 
and wearing out of tools may re- 
sult in heavy machine tool orders 
during the second half of this year, 
thus precluding the possibility of 


EKOGRAPRE 


} SPOKANE b TACOMA ... 


16) ANE! PORTLANG 0 
SPOKANE & 


earth and already producing more kilowatt hours for 


the nation than Niagara Falls . . . It has fabulously pro- 


ductive mines, the largest body of white pine timber 
anywhere; the leading counties in the U. S. in pro- 
duction of apples, pears and green peas; two great 
Wheat belts and a flourishing livestock industry. 


In the Columbia Basin, whose irrigation will follow 
he War, the Spokane area has the makings of a new 
agricultural empire, with 30,000 additional farms. 


ashington 


YVER 117,000 . 


Color iidlametiees: sunbat SPOKESMAN-REVIEW—Comic Sections: Metropolitan Group 


Since Pearl Harbor, Spokane, central city of this 


area, has become light metals capital of the West, the 


hub of other important defense industries. 


Furthermore this great market is covered from 


north to south and from 


east to west by two of the 


nation’s great newspapers, The Spokesman-Review 


and Spokane Daily Chronicle. 


You knew these facts already? Splendid Go to the 


head of the class! 


pokane Daily € hronicle 


EVENING 


81.24% UNduplicated 


19 


production of tools for postwar 
civilian goods. 
* * * 

Troubleshooter: A special com- 
mittee, headed by Fauston J. Solon, 
Owens - Illinois Glass vice - presi- 
dent, has been set up to recom- 
mend policies to help beat the con- 
tainer shortage. . . WPB is con- 
sidering further reductions in the 
weight of paper in papeterie, wed- 
ding stationery, and note and 
tablet paper. . . Steel cutting edges 
will reappear on wax paper boxes. 
The steel is less critical than the 
wax paper lost by inefficient tear- 
ing. 
* cS * 


Fact: Bureau of the Census has 
magnesium products for January 
and February and softwood ply- 
wood for March. . . Railroads col- 
lected 2,360,000 pounds of waste 
paper in February. . . Housewives 
can still get cash and ration points 
for kitchen fat. . . Of 1,563,301 
pounds of paper granted for books 
to 43 publishers this year as a re- 
sult of appeals, 230,280 went to 
“Federal Regulations Publishers.” 

. WPB has now authorized pro- 
duction of 395,000 electric irons, 
still promises 2,000,000. . . 85 do- 
mestic and commercial refrigera- 
tion equipment plants made $150,- 
000,000 in war equipment during 
the last quarter of 1943. 


Angostura-Wuppermann 


Names Holmes Chairman 
Andrew E. Holmes, president of 


1}the Angostura-Wuppermann Cor- 


poration, New York, maker of An- 
gostura bitters, has been elected 
chairman of the board of directors 
to fill the vacancy created by the 
recent death of Stuart G. Gib- 
boney. Mr. Holmes was also re- 
elected president for the sixth con- 
secutive year. 

Arthur B. LaFar, vice- -president 
in charge of sales for the past five 
years, has been named executive 
vice-president. 


lial Dt 


“Facts for Industry” on fabricated , 
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Silex Company to 
Launch Big Drive 
with New Slogan 


Hartford, Conn., May 9.—The 
Silex Company, pioneer manufac- 
turer of glass coffee makers, will 
start in June a year-round na- 
tional advertising campaign in 
magazines and farm publications, 
built around a new slogan—“Only 


a Genuine Silex Can Make Silex 
Coffee.” With this drive, the com- 
pany hopes to reach a record audi- 
ence of more than 37,000,000 read- 
ers, an estimated grand total of 
166,353,895 impressions by the end 
of 1944. 

In addition to the slogan, to be 
characteristic of all future Silex 
advertising, coffee drinkers in all 
sections of the country will be in- 
troduced to “Sally Silex,” a new 
character created to lend a per- 


For Best Results Advertise in— 


““CONCENTRATED”’ 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


sonalized touch to the company’s 
1944 campaign. 

The series of full-page adver- 
tisements will appear frequently 
throughout the rest of the year in 
15 leading national magazines, in- 
cluding American Home, Good 
Housekeeping, Life, McCall’s, and 
The Saturday Evening Post, and 
such farm publications as Farm 
Journal and Farmer’s Wife and 
Country Gentleman. 

Silex last fall ran a series of 
small-space ads in New York 
newspapers and in home furnish- 
ing business papers to promote its 
new product, Chemex (AA, Aug. 
2, °43), at which time the com- 
pany planned to expand its adver- 
tising. Later this year, the new 
slogan drive may be augmented 
by local radio and newspaper ad- 
vertising. 

Grey Advertising Agency, New 
York, is the agency. 
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AT TELEVISION INAUGURAL—Principals at the first commercial television 
broadcast in Chicago included, left to right: W. P. Littel, vice-president and 
manager of the Chicago office, Ruthrauff & Ryan, the agency in charge; Don 
McNeill, master of ceremonies for the half-hour show; L. B. Sizer, store promo- 
tion manager, Marshall Field & Co., the sponsor; and R. W. Metzger, vice- 
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Chicago, May 9.~-Commercially. ve 
sponsored television made its bow ‘“ 
here Friday night when Marshall o%e 
Field & Co. presented a half-hour “ve 
show, “Don MeNeill’s Supper “er 
Club,” over Station WBKB. i 
The broadcast was billed as the we 
first commercial television pro- oS 
gram in the Midwest. It featured i 
a cast of 15, with Don McNeill as oe 
master of ceremonies and a group ve 
of models wearing the latest crea- ** 
tions from the department store’s ox 
“28 Shop.” In addition to the ve 
television audience, a group of ee 
nearly 200 guests viewed the show re 
at the studios of WBKB, which is P o°e 
operated by the Balaban & Katz ie 
Corporation. wi 
In newspaper space inviting the rene 
limited Chicago audience with ret 
television sets to inspect its fash- Se 
ion parade in their own homes, On 
Marshall Field stressed its faith in oe’ 
the comparatively new medium, ne 
pointing out that later on it will rene 
use television “to show you the a%e" 
very newest, most exciting things re 
at Marshall Field & Co.” “6% 
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Window “dressing™ is what the stores call it. Night ica, store windows point up merchandise “as advertised 


club owners call it “dressing the floor”. In this element in Esquire”. Retailers harness Esquire’s prestige and 
Esquire’s specific gravity is high. In its editorial and 


T0$ 


sales influence to their own selling. Because it pays. 


Decntied ‘ livi 
Ny OS, ee Ole Se ey oe Esquire advertisers buy more than a magazine. It brings 
which molds the buying tastes of millions. 


ice] indow displ i f 
Retailers know this well. That’s why Esquire is a Came pales wae Gay ane te kao 


familiar figure in America’s leading department stores. retail stores. For these stores know that the Magazine for 
On Fifth Avenue and Peachtree Street; on Hollywood- Men is the buying and gift guide of the pace-setting por- 


Boulevard and Main Street. On the main streets of Amer- tion of their total patronage. 


Esquire is not only a magazine... IT’S AN INSTITUTION 
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CBS Affiliate 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 WATTS CLEAR CHANNEL 


Nat'l Representatives: The Katz Agency, Inc. 


Rationing Repeals 
Hit Campaigns 
on Other Goods 


Washington, D. C., May 11.— 
OPA’s abrupt repeal of rationing 
on major items of food sent in- 
formation campaign managers 
throughout the government scur- 
rying to survey their policy state- 
ments, and OWI officials said 
today that adjustments in a num- 
ber of food information and eco- 
nomic stabilization programs will 
be announced within a few days. 

While there is no attempt to 
deny that action was necessary to 
get the present food surpluses to 
the consumer before they spoiled, 
the entire wartime propaganda 


||picture of the need for austerity 


may have suffered a serious jolt, 
and some officials believe it may 
be impossible to get the programs 
started again if new shortages de- 
velop in the future. 

Two OPA campaigns staff 
changes came in the wake of last 
week’s step, with the resignation 


32.4% of the country’s shoe merchants 
are looking for your merchandise! 


Boot and Shoe Recorder asked a cross-section 
of its shoe merchant-readers about their 
plans — for today and tomorrow. The answers 
to one question indicate sales opportunity for 
alert manufacturers of a number of non-foot- 
wear products. Here's the question: 


"Have you considered adding other mer- 
chandise lines to your present stocks in 
the hope of increasing or maintaining 
your total volume?" 


The answer — from 32.4% of those ques- 
tioned — was a resounding YES! (21.6% 
didn't answer, but they didn't say NO.) 

These progressive merchandisers mentioned 
the products they are selling or will sell — 
with those indicated in the illustration above 
leading the march toward extra sales for firms 
who want this profitable plus business — and 
who do something about it. 


One effective way to go after this business 


— 700 rast 42d Street, New Yo: 


a aad — 


OOT and SHOE 


A Chilton @© Publication 


? 


among the 14,000 of the nation's leading shoe 
stores that depend upon the Boot and Shoe 
Recorder for merchandising guidance, is to 
advertise your products in the paper that is 
recognized as the National Voice of the Trade. 

You'll find it a productive medium because 
its responsive, substantial reader-audience has 
confidence in the Recorder, and in the products 
and firms who use Recorder advertising columns. 


of two veterans. Charles Prins, 
who has been program manager 
for price control for the past two 
years, will become director of in- 
formation at ODT. Charles Jack- 
son, who has handled OPA food 
campaigns, including rationing, 
will transfer to OWI. 

Two programs which are imme- 
diately menaced, it is believed, are 
the fats salvage campaign and shoe 
rationing. In both cases, it is 
pointed out, the abundance of meat 
will probably undo whatever im- 
pression advertising and other 
statements have made on the pub- 
lic. 

Bad Effects Seen 


The shoe program, for instance, 
was predicated on a shortage of 
hides, while the fats salvage drive 
was based on the shortage of meat 
fats. With meat now plentiful, 
both these campaigns are bound to 
suffer the loss of public confidence. 

-The most important shift which 
the end of rationing will mean in 
campaigns, it is believed, is inten- 
sification of the economic stabiliza- 
tion appeals, particularly the cam- 
paign to explain price control. 

Rationing was one arm of price 
control, it was pointed out, but 
with rationing controls gone, and 
the public free to buy what it can, 
tne ceiling prices will be the only 
limit on expenditures. 

Aside from the salvage and shoe 
rationing program, and stabiliza- 
tion, which will be directly in- 
volved, there is the “low-point-no- 
point” promotion which had been 
arranged in retail stores through- 
out the country, and even the war 
bond drives, which could’ be 
harmed by public over-confidence. 


New Shortages Possible 


The decision to end rationing 
during the period of abundance 
was based on the desire of OPA 
to show that rationing would not 
be continued when the need no 
longer exists. While the market 
situation for food appears favor- 
able well into the summer, many 
officials believe that new shortages 
will develop in the fall, and that 
controls will have to be restored. 

An argument has waged in OPA 


ne) 


Advertising 


we mean to lick this dust problem 


..and we're working hard at it now! 


— 
Lewiowiie Bet we wut you We he cur Company ae well ae 
(Ge Patines we have betped to crmete Ths i why we're par 


National, card Corporation 
A PLEDGE—National Carbide Corp, 
is using large newspaper space to ex. 
plain how it hopes to "stop being an 
annoyance" by controlling the dust 
given off by its Louisville plant. Fur. 
ther progress reports on its test of a 
dust control unit are promised dis. 

gruntled housewives. 


for several weeks over the wisdom 
of ending rationing, with informa- 
tion men particularly anxious that 
less drastic steps be taken. Point- 
ing out the damage that such 
steps could be expected to inflict 
on programs, they wanted point 
values scaled down, and point 
bonuses offered, so that goods 
would move, but the machinery for 
rationing would be retained. 

One rather amusing aspect of 
the situation was the appearance 
last week of an article in Collier’s 
by OPA Director Chester Bowles, 
Like the late secretary of the Navy 
Frank Knox, whose article on the 
strength of the U. S. Navy ap- 
peared two weeks after Pear] Har- 
bor, Mr. Bowles wrote in the ar- 
ticle that food rationing would 
continue to the end of the war, 


Takes Bluhill Name 


Martin Bros. Company, Denver, 
producer of Bluhill brand foods, 
has changed its name to Bluhill 
Foods, Inc. 


For nine consecutive 
years the Union-Star 
has led in city zone 
circulation. 


SLANION-STAR 


aay 


Nationally Represented by 


KELLY-SMITH CO. 
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"“OKOLE MALUNA” means “bottoms up” in 


Hawaii. And in giving this salutation, the beverage in the glass 
is invariably one that has won its fame through advertising. 


Today, there is a new and larger population in Hawaii 
calling for beers, wines and liquors by brand names. We wish 
we could tell you how many new residents there are, but nec- 
essary military censorship forbids the release of Hawaii’s pop- 
ulation figures. 


Although diminishing supplies may keep you from pro- 
moting the sales of your beverages in Hawaii as you would like, 
don’t forget this important market. As a reminder, Pin-Up 
Hawaii on your sales map. For it’s a market that you will want 


to re-enter quickly when conditions permit. When that time 
comes, remember this: the newspaper in Hawaii that will carry 
your message to the greatest number of potential buyers is the 
Honolulu Star-Bulletin. And here’s the reason why—in Honolulu, 
where the concentrated population of Hawaii is, the Honolulu 


Star-Bulletin has a carrier delivery to nine out of ten homes. 


Honolulu Star-Bulletin 


OVER 115,000 DAILY CIRCULATION 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO PORTER DICKINSON, ASSISTANT GENERAL 
MANAGER, HONOLULU STAR-BULLETIN, HONOLULU, T.H. OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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Ad Research Group 
Enlarges Board, 
Gets More Funds 


New York, May 10.—The Ad- 
vertising Research Foundation, in 
a comprehensive expansion pro- 
gram, voted at its annual meeting 
to establish an underwriting fund 
and to increase its board of di- 
rectors from 12 to 18 members. 


B. B. Geyer 


Carleton Healy 


The foundation, through its two 
sponsoring bodies, the Association 
of National Advertisers and the 
American Association of Adver- 
tising Agencies, now has a revolv- 
ing underwriting fund for financ- 
ing the organization’s basic re- 
search projects. 

Newly elected board members, 
announced by William G. Palmer, 
chairman of the foundation are: 
B. B. Geyer, president, Geyer, 
Cornell & Newell: Everett J. 
Grady, executive vice-president, 
Ryan; Carleton 


Ruthrauff & 


H. H. Kynett 


Turner Jones 


Healy, vice-president, Hiram 
Walker Inc.; Turner Jones, vice- 
president, Coca-Cola Company; 
H. H. Kynett, partner, Aitkin- 
Kynett Company; D. P. Smelser, 
director of research, Procter & 
Gamble Company; and Howard D. 
Williams, vice-president, Erwin, 
Wasey & Co. 

Mr. Palmer, who is vice-presi- 
dent of J. Walter Thompson Com- 
pany, and Paul B. West, president, 
ANA, were reelected chairman 
and secretary, respectively, while 
the following board members were 
reelected: Lee H. Bristol, vice- 


D. P. Smelser 


H. D. Williams 


president, Bristol-Myers Company; 
Allan Brown, advertising manager, 
Bakelite Corporation; Richard 
Compton, president, Compton Ad- 
vertising; Otis A. Kenyon, chair- 
man, Kenyon & Eckhardt; H. K. 
McCann, president, McCann- 


© © © the source of daily 
business news .. . the pref- 
erence of management men 
© © © in the greatest indus- 
trial area—the central west. 


Erickson; Allyn B. McIntire, vice- 
president, Pepperell Mfg. Com- 
pany, and Harold B. Thomas, vice- 
president, Sterling Drug, Inc. 

Stuart Peabody, advertising di- 
rector, Borden Company, was 
elected vice-chairman of the 
foundation, and Frederic R. Gam- 
ble, president of the Four A’s, was 
named treasurer. 

A. W. Lehmann, former secre- 
tary and manager of the Coopera- 
tive Analysis of Broadcasting, was 
officially mamed managing di- 
rector. 


Adclub Elects 


Caroline Hood, assistant public 
relation director of Rockefeller 
Center, New York, was elected 
president of the Advertising 
Women of New York at a meeting 
of the group May 2. New vice- 
president is Eugenie Stamler of 
the Biow Company, and other of- 
ficers elected include Lillian Jack- 
son, public relations division of 
Western Union, treasurer; Kath- 
arine Wellingbrook, president of 
Wellingbrook Consumer Rela- 
tions, recording secretary, and 


Harriet Raymond, advertising di- 
rector of Celanese Celluloid Cor- 
poration, corresponding secretary. 


Names Grant and Ballew 


Delaware Punch Company of 
America, San Antonio, Tex., has 
named Grant Advertising to plan 
its projected merchandising ex- 
pansion in both domestic and Latin 
American markets. The appoint- 
ment followed the naming of W. V. 
Ballew & Associates as national 
sales and marketing representa- 
tive for Delaware Punch. 


Advertising Age, May 15, 19m 
Moves Sales Office 


Cutler-Hammer, Inc., Milway. 
kee, maker of electrical equipmen; 
has moved its Portland sales of. 
fice to the Security building, 13; 
- W. Fourth Ave., Portland 4 

re. 


Gould Is Advanced 


Bernard Gould, formerly assist. 
ant to the vice-president in charg. 
of sales for the Gillette Safety 
Razor Company, Boston, has been 
named manager of the company’s 
market research department. 


Men!... 


— 


3ll of them 


report fine, clear 


reception in every 


section of 


Metropolitan 
New York. 
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Radio Service 
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Postpones 3 Meetings 


Three associate membership 
group meetings of the National 
Retail Dry Goods Association, or- 
iginally scheduled for May and 
June, have been postponed until 
fall in view of the possibility that 
all available transportation may be 
needed for military and govern- 
ment purposes at that time. Re- 
vised dates will be announced 


later, according to Lew Hahn, 
NRDGA general manager. The 
meetings postponed are: Store 


Managers and Personnel, May 15- 


—_—_—— 


17, Cleveland; Controllers’ Con- 
gress, June 19-22, Chicago, and 
Merchandise Management, June 
12-14, New York. 


Galilee to MacLean 


John A. M. Galilee, formerly as- 
sistant advertising manager of 
Canadian Westinghouse Company, 
Hamilton, Ont., has been named 
manager of the newly-formed re- 
search and promotion department, 
industrial newspapers division, 
MacLean Publishing Company, 
Toronto. 


Welsh Extolls 
Copy Testing 
at Group Meeting 


New York, May 10.—“The day 
of the ‘hot’ copywriter is vanish- 
ing,” Vernon M. Welsh, vice-presi- 
dent and copy director of Geyer, 
Cornell & Newell, told the copy 
testing group of the American 
Marketing Association here today. 

Mr. Welsh compared the agency 
staff to the members of a bomber 


crew and stressed the importance 
of teamwork in executing a cam- 
paign. He pointed out that the 
copywriter alone, no matter how 
good he may be, requires the 
“navigation” of research because 
“the job is too big, the load is too 
heavy, the objective is too im- 
portant.” 

Illustrating the importance of 
copy testing, Mr. Welsh gave as 
examples several campaigns con- 
ducted by Geyer, Cornell & Ne- 
well, most interesting of which 
was a recent advertisement for the 
New York Central Railroad. The 


; Most About 


. {Reception ¢ 


WJZ has been broadcasting from its new transmitting location 
for several months now. Reports pouring in from every part 
of the New York trading area were gratifying to say the least. 


But we wanted expert opinion—a report from the men who 
hear all about the troubles of radio owners. 


We questioned 195 radio repair men in New York City alone. 
Almost to a man (182 to be exact) they reported that WJZ 
now is being received with the greatest possible clarity —in 
many cases, the clearest of any station. That’s good news 


for listeners. 


And it’s even better news for you who want those listeners to 
hear your sales messages and not miss a single word. 


Here’s a vibrant new voice for the Blue’s Key Station—bring- 
ing the Blue’s tradition-free programming to the world’s 
richest market with new strength and clarity. 
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original ad carrying the headline, 
“IT Stood on the Bridge at Mid- 
night,” was checked against con- 
trol ads and copy and picture 
were found to be weak. The head- 
line was then changed to read, 
“Last Night I Couldn’t Sleep,” and 
alterations were made in the illus- 
tration. This time, the copy 
checked favorably, but the illus- 
tration had to be improved again. 
The final version surpassed con- 
trols on all accounts and a news- 
paper test in Evansville, Ind., 
proved it highest of any adver- 
tisement in the paper in three 
years. 

Similarly, vast research work 
and copy testing proved largely 
responsible for the success of Lord 
Calvert, Army air forces and 
Nash - Kelvinator campaigns, he 
said. 

In introducing Mr. Welsh, chair- 
man Harry Gould described sev- 
eral of the speaker’s phenomenally 
successful copy ventures. For the 
U. S. Rubber Company, Mr. Welsh 
authored “The Empty Room” and 
“T Want to Preach a Sermon.” The 
latter was twice read into the 
Congressional Record, while the 
former brought requests for a 
quarter million reprints, was read 
over the radio several times, was 
reprinted in 200-newspapers and 
evoked voluntary letters from 20,- 
000 readers. 


Names Mrs. Heyward 


Mrs. Delpha Heyward, formerly 
on the production staff of George 
H. Hartman Company, Chicago, 
has been named production man- 
ager of Stubbs & Montgomery, 
Chicago “all-women” organization 
of fashion advertising, promotion 
and styling. 


Names Arthur Stout 


Arthur Stout, formerly with the 
WPB copper recovery branch and 
regional redistribution offices in 
New York, has been named pub- 
licity director of National Mineral 
Wool Association, New York. 


PROOF 


OF RESULTS 
FROM RICHMOND'S 


WRNL 


Here is a result story 
that speaks for itself: 


* 70.8°., OF THE NATIONAL 
ADVERTISERS ON THIS STA- 
TION ARE RENEWALS. 


* 88°, OF THE LOCAL ADVER- 
TISERS ON THIS STATION 
ARE RENEWALS. 


Advertisers don't renew 

contracts unless the me- | 

dium they use “pays 
off” in results. 


IN 
RICHMOND 
VIRGINIA 

IT'S 


NIGHT DAY 910 KC 


EOWARD PETRY & CO..INC. NATIONAL REPRESENTATIVES 
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Appreciation 

To the Editor: Foote, Cone & 
BELDING DEEPLY APPRECIATE PLEAS- 
ANT AND COMPLIMENTARY THINGS 
EXPRESSED ABOUT UNION OIL ComM- 
PANY COPY BY THE AUTHOR OF THE 
CREATIVE MAN’s CORNER IN May 1 
ADVERTISING AGE. 

Don BELDING, 
Chairman of the Board, Foote, 
— & Belding, Los Angeles, 
al. 


- VF. F 


G. I. Joe Has Only One 
‘Merchandising’ Thought 


To the Editor: Are you serious 
in asking for G. I. Joe’s thoughts 
about advertising and merchandis- 
ing? 

Speaking for the average en- 
listed man in the Army—and I’ve 
talked to many of the lads in the 
trade — they haven’t the slightest 
idea—nor do they care what goes 


This department is a reader’s forum. Letters are welcome. 


on in the advertising field. 

They have but one merchandis- 
ing problem—how to get back to 
the States (of course—#in the 
meantime get the war over — far 
from a trivial matter.) 

The man in the Army has so 
many new problems on his hands 
he doesn’t have time to think what 
he likes—or dislikes on matters 
that were of great concern to him 
as a civilian. 

He feels that all those matters— 
right or wrong—will be adjusted 
when he gets back in harness. He 
still feels that he’s coming back to 
fill that ‘spot’? he once occupied. 

Chow—pin-up__ girls—living 
quarters and a score of other de- 
tails that only a soldier can under- 
stand is the No. 1 situation — not 
forgetting mail from home. 

Sounds trivial—but it’s true. 
Also remember that the boys over- 
seas don’t see the picture you do— 
and you in turn don’t see theirs. 


ee. 


As to pet gripes—it’s the very 
foundation of being a good soldier. 
That’s what the officers say ... 
and you know the boss can’t be 
wrong. 

Don’t feel too bad—when I do 
have a day off—I re-read my mail 
from home—read my G. I. paper 
and magazine .. . I enjoy picking 
up a copy of ADVERTISING AGE (out 
of my barrack bag) ... read it— 
cause it makes me think when I 
was part and parcel of some of the 
contents. 

Pfc. Harry E. MALCOLM, 

c/o Postmaster, New York, 

formerly of Malcolm Advertis- 

ing Agency, New York. 


ee 


Department Store Aids 


Higgins to Get Workers 


To the Editor: I enclose photo- 
graph of the most unusual window 
display I think we have ever had. 

In order to help Higgins Air- 
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This shooting WON’T stop 


HEN the shooting is over, over there— 

W when the bombs stop dropping and the 

machine guns stop chattering—what about your 

markets over here? Can you count on steadiness 
and stability? 


Remember, on the sun-swept acres of Iowa, 
the shooting won't stop. Year after year, the 
threshers will shoot their straw into the big 
piles that symbolize high yields. Year after year, 
the corn and the hogs and the chickens will con- 
tinue to shoot up from the rich, black soil that 
nourishes them. 


In Iowa, the biggest chunks of wealth come 
from the ground itself—although Iowa, too, de- 
rives a substantial part of its income from 2,670 
manufacturing plants scattered throughout some 
200 lowa towns and cities. 


lowa’s biggest war contract—the production 
of food—is also a peacetime contract; and the 


7-—R. « T. IOWA 


income from that contract will continue as lowa 
tackles its postwar job of helping to feed the 
world. 


Where does Iowa's vast wealth go? It goes to 
the cities and towns of urban Iowa. It jingles in 
urban cash registers, lengthens urban profit 
sheets, creates stable, rooted buying power and 
prosperity that cannot be blown away by the 
winds of chance. 


Set your sights on urban lowa—and on the one 
great newspaper which, through its state-wide cir- 
culation, bounds and dominates one of America’s 
top urban markets in volume of retail sales. 


If R & Tlowa isn't on it, 
you're missing one of 
your 20 top urban markets. 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


_ pes Mones REGISTER and TRIBUNE | 


. 


Nationally represented by Osborn, Scolaro, Meeker & Co., New Yor®, Chiczgo, Detroit. 
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HELPS RECRUIT WORKERS—Going to the aid of Higgins Aircraft, Inc., D. 
H. Holmes Co., New Orleans department store, devoted this window display 
to help enlist women for war jobs. 
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craft, Inc., solve their personnel 
problems, we turned over to them 
for one week our most important 
window facing Canal St. In this 
window there was shown women 
at work welding airplane wings. 
The women actually were em- 
ployed in the window on actuai 
airplane parts. Signs on the back 
wall told about the amount of pay 
and the favorable terms of em- 
ployment. An application booth 
was placed just outside of the 
window where women were actu- 
ally signed up for the jobs. 

The window went in on Friday, 
April 21, and not only attracted 
tremendous crowds, but resulted 
in the signing up of more than 100 
women in two days. 

E. Davis McCuTCHEON, 

Sales Promotion Manager, D. 

H. Holmes Company, Ltd., 

New Orleans. 
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Booklet Reproduces 


Grand Rapids Ad Series 


To the Editor: The enclosed 
booklet entitled “In Appreciation 
of Grand Rapids” is an example 
of how a utility can develop good 
will for itself and community 
pride in residents by calling at- 
tention to the distinctive assets of 
a city. 

The booklet contains reproduc- 
tions of a series of 40-inch ads 


which have been appearing in the 
Grand Rapids newspapers for more 
than a year. 

All communities have feature; 
of which the citizens may be 
proud, but “familiarity breeds con- 
tempt,” and people fall easily into 
the habit of knocking the old home 
town. The Grand Rapids district 
of the Michigan Consolidated Ga; 
Company believed it would be in 
the public interest to remind 
Grand Rapids people of the many 
distinctive advantages of “The 
Furniture City,” and that it is 
more fun to boost than to knock, 

At present Grand Rapids is busy 
and prosperous, but when the 
series started some plants were 
idle, there was some unemploy- 
ment, some workers were leaving 
town, and there was an under-cur- 
rent of criticism and knocking. It 
was good timing to inaugurate the 
series at that moment, and there is 
plenty of evidence that these 
weekly messages in the daily 
papers stimulating civic pride have 
had a good influence. 

A gas company is so inseparably 
| linked up with the prosperity ané 
well-being of the community it 
‘serves that such a series was 2 
‘natural. Grand Rapids is not only 
the second city of Michigan, but 
“the Fine Furniture Capital of 
America” and the “Gateway to the 
Summer Playground of the Na- 
tion.” The ads have featured sucha 


Milk is a heavy contributor 


of milk and milk products — a 


dustrial buying power. 


buy a BIG audience. 


PAUL H. RAYMER CO.~ National 


agricultural income to add to Worcester’s huge in- 


Rural and industrial Central New England is thor- 
oughly dominated by one station, WTAG, and from 
the inside. When you buy time in a BIG market, | 


to the BIGNESS of 


Central New England as a market—the WTAG 
market. Dairy farms place Worcester County twelfth 
among the nation’s 3000 counties in dollar volume 


nationally important 
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yariety of subjects as the city’s 
symphony orchestra, one of the 
finest among the smaller cities of 
America; the internationally fam- 
ous Furniture Museum; the $2,800,- 
000 airport which holds the all- 
time safety record of all airports in 
the country in never having had a 
fatal accident; the leadership of 
the city in home ownership, and 
so on. One advertisement of par- 
ticular timeliness corrected a wide- 
spread misunderstanding that 
Grand Rapids is largely a furni- 
ture manufacturing city, by show- 
ing that its 27 furniture factories 
comprise but one of 120 different 
manufacturing establishments in 
the city. 

The gas company followed up 
the appearance of the ads in the 
papers by mailing proofs to civic 
leaders and by making giant en- 
largements in colors which were 
displayed in the Chamber of Com- 
merce offices, in banks and the 
public library. The booklets are 
being mailed to a wide list, and 
are being used by the convention 
bureau as a promotion feature. 

BEN DEAN, 

Ben Dean Advertising Agency, 

Grand Rapids, Mich. 
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Permission Granted 


To the Editor: On page 39 of 
the May 1 issue of ADVERTISING 
Ace there is an article entitled 
“The Pay-Off,” by the Mail Order 
Man. 

May we have your permission 
to reproduce this, crediting ADVER- 
TISING AGE, in a letter which we 
are sending to business college 
clients throughout the country? 

The enclosed folder indicates the 
type of work we do. We have 
about 900 business college cus- 
tomers in the country. Some of 
them no doubt subscribe to Ap- 
VERTISING AGE. 

R. W. BAXANDALL, 

Director, Dean W. Geer Com- 

pany, Oshkosh, Wis. 


Exporters Name Otto 


The Export Advertising Associa- 
tion of New York has elected 
Robert H. Otto, vice-president, 
Export Advertising Agency, presi- 
dent; Harley Lewis, export man- 
ager, The Kolynos Company, vice- 
president; J. B. Powers, president, 
Joshua B. Powers, Inc., treasurer; 
and Walter R. Bickford; editor, 
Export Trade & Shipper, secre- 
tary. Named as directors for 
three-year terms were Barclay 
Acheson, director of international 
editions, The Reader’s Digest; 
John L. Newkirk, John L. New- 
kirk Company; and Mr. Powers. 
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Local News Preferred 


Readers of the Union Sun and 
Journal, Lockport, N. Y., except 
for an overwhelming interest in 
local news, have about the same 
taste in newspaper fare as have 
readers in larger cities, according 
to a recent report in the Continu- 
ing Study of Newspaper Reading 
by the Advertising Research Foun- 
dation. The Lockport study is the 
second of the 69 in the series made 
of a daily newspaper of less than 
10,000 circulation. Women’s 
reader interest in stories of local 


origin reached a new high of 98%, 
while men’s interest in this type 
of story was 69%, a figure nearly 
twice the current median of 37%. 


Kinsey to ‘Daily News’ 

John R. Kinsey has resigned as 
publicity representative of West- 
inghouse Electric & Mfg. Company, 
Mansfield, O., to join the Chicago 
Daily News as a special assign- 
ment reporter. He has been suc- 
ceeded by Dora Talcott, formerly 
in the Bloomfield, N. J., publicity 
office of the company. 


Sundermann Promoted 


Edward H. Sundermann, for- 
merly assistant advertising man- 
ager in charge of merchandising 
for the drug division of Sperti, 
Inc., Norwood, O., maker of Bio- 
Dyne ointment, has been named 
sales manager of the division. 


Rigaud Appoints Korn 


Establissements Rigaud, Inc., 
maker of Rigaud’s Un Air Em- 
baume perfume, has named J. M. 
Korn & Co., Philadelphia, to 
handle its advertising. 
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Bernays Moves Office 


Edward L. Bernays, public rela- 
tions counsel, has moved to his 
own office building at 26 E. 64th 
St., New York 21. The telephone 
number is Butterfield 8-5000. 


MULTIGRAPHING —FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, 


431 S. Dearborn St., Chicago 


Inc. 
Wab. 8655 


we spread rationed butter on your breakfast toast till we 
tackle the problems of taxes, prices, and wartime menus 
after dinner. And all the things going on today in 
Washington—the discoveries pouring out of the laboratories, 
the way the whole world is getting smaller—all this is 


“Darling, you worry me! 


“Are you getting enough vitamins? Is your home 
life happy? Did your mother scare you when you 


were little? 


“Something is getting between you and women! You just 
don’t understand them. Or you wouldn’t treat me and my 

friends as if we were news-illiterates every time the conversation 

gets into the headlines. 


“Let me break the news to you—it’s happening to women! 


“The news is affecting our lives from the minute 


going to have a terrific effect on the way we live. 


“Please, please wake up and realize that every woman we know 
reads TIME every week just as thoroughly as you do!” 


y= the more-than-a-million women who read TIME 

take a very personal interest in the news these days. 
They read a lot of other magazines—but they vote 
again and again that they prefer Time 5 to 1 over any 


other ad-bearing magazine they read! 


Most important, from the advertising man’s point 


of view, is the kind of women they are! 


They are wives and mothers married to successful 
men and men on their way up —they have almost twice 
as much money to spend as the average woman —they 
have many times the average woman’s influence. 


And what these more-than-a-million TIME-reading 


women think, do, and buy today, millions of average 


women do, think, and buy tomorrow! 
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_ “In many ways the lithographic 
industry is a focal point of post- 
war industrial growth and ex- 
pansion,” pointed out Howard T. 
Hovde, consultant to the Bureau 
of Foreign and Domestic Com- 
merce, Department of Commerce. 
“Through printed promotions, 
packaged merchandise and vari- 
ous lithographic displays, the de- 
sire will be awakened for the 
purchase of new goods and serv- 
ices. It is through these adver- 
tising devices that the quickest 
way has been found to expand 
sales. And it is through the sale 
of more goods that increased em- 
ployment will come after the 
war.” 

A gain of 88% to $289,000,000 is 
anticipated by the Department of 
Commerce for the lithography in- 
dusiry by 1946, said Mr. Hovde. 
Declaring that this projection is 
not considered excessive, he said 
it checks with the LNA’s own es- 


average runs and size of forms, 
that some advertisers may install 
their own presses after the war. 
However, the nature of such 
business would not be a serious 
threat even though printing de- 
partments might be set up as sup- 
plementary to regular business 
and presses were purchased as war 
surplus lithographic equipment. 
There was. general agreement 
among all advertisers that when 
the war is over they will need 
immediately printed promotional 
material, will use more material, 
and will use more elaborate ma- 
terial.” 

Mr. Hovde discounted fears of 
established lithographers of new 
competition in the field at lower 
cost operations because of cheap, 
surplus military printing equip- 
ment being placed on the market. 
He declared that much of the 
standard printing equipment of 
Army and Navy will have been 


PEORIA 


MOVES THE 
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America finds essential war use for diamonds, precious 1 
als, spider webs and steel. But what Government now nal 
as the most vital of all war materials is the lowly scrap 
paper. With new pulp going into such necessities as ex} 
sives, rayon parachutes and surgical dressings, it is imp 
tive that scrap provide containers for overseas shipment 
food and medicine, blood plasma and ammunition, 4 
drugs, repair parts and shells. Failure to increase our pé 
supply could be disastrous. So save every scrap 
of paper in your business establishment, and let 
your advertising urge others to do the same. 


No re-Conversion Necessary in Peoria 


The Committee for Economic Research has found that ‘only 
about 1000 workers will be dropped from industrial payrolls in 
Peoria, thus continuing the prosperity of the district.” 

WMBBD serves the consumer market consisting of these wage 
earners . . . and over 500,000 others in PEORIAREA. Peoria is 
the center of the 16 county, heart-of-the-corn-belt-section. Cover 
this responsive market with one medium, WMBD. 


Ss WMNLD 
ME = PEORIAREA- 4 Good Market Mow... 
M4 Setter Market when the Wan ts Won! 


THE CHAMPION PAPER AND FIBRE CO., Hami'! 


MILLS AT HAMILTON, OHIO ... CANTON, N. C. .. . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Ent 
Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


rte wernesen seer one at 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNJATLA’ 
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Prof. Robert F. Reed, Lithographic 
Technical Foundation. 

The Technical Foundation, it 
was disclosed by Mr. Mitchell, is 
greatly expanding its activities 
and has outlined a 10-point pro- 
ram which includes the hiring of 
a full-time executive director to 
pe placed in charge of the indus- 
trys public relations program; 
increasing the size of the research 
committee in charge of the foun- 
dation’s laboratory; and establish- 
ing a field service department to 
aid plant owners in solving tech- 
nical problems. 


Great Strides Made 


Mr. Mitchell, pointing out that 
lithography and photolithography 
have made greater strides than 
any other branch of the graphic 
arts industry, told his listeners 
that “we’ve got an advantage 
right here today, a marvelous op- 
portunity ahead of us, and we will 
be lacking in foresight if we let 
anyone catch up to us.” 

Biggest problem confronting the 
lithography industry and other 
business today is that of finding 
and training salesmen, warned J. 
Cc. Aspley, president of the Dart- 
nell Corporation, Chicago, and 
vice-chairman of the CED’s com- 


mittee on postwar sales person- 
nel. Declaring that “your com- 
pany’s best postwar investment is 
the development of an effective 
sales organization,” Mr. Aspley 
outlined a sales training program 
that (1) should be practical; (2) 
designed to train salesmen to do 
a few specific things first; (3) 
made to order for each man to 
bring out his individuality; (4) 
develop his enthusiasm, self-con- 
fidence and dependability; and 
(5) teach him how to think. 

Effective sales training will 
“double and treble your sales,” 
asserted Mr. Aspley, adding that 
it’s not a question whether you 
can afford to train salesmen, but 
whether you can afford not to se- 
cure the extra business they will 
obtain for you. 

Held in conjunction with the 
conference was a meeting of the 
Point of Purchase Advertising In- 
stitute, whose members include 
manufacturers and merchandisers 
of window displays and other store 
material. The institute has aban- 
doned extensive research activities 
for the duration, but will give all 
possible assistance to advertisers in 
meeting display needs under war 
conditions. 


Schenley Denies 
OPA Black Market 
Liquor Charge 


Newark, N. J., May 9.—Schen- 
ley Distillers Corporation, one of 
the four largest liquor distillers in 
the United States, was named last 
week in a_ federal indictment 
charging conspiracy to deal in 
black market operations and vio- 
lating OPA ceiling prices. Also 
named in the sealed indictments, 
which were ordered opened by 
Judge Thomas F. Meaney in fed- 
eral court, were three other cor- 
porations and 17 individuals. 

The F. and A. Distributing 
Company, Bayonne, was named as 
a co-defendant with Schenley, one 
of the principal defendants in the 
action. Among ten individuals ac- 
cused in the same indictment was 
Benjamin F. Pross, executive busi- 
ness manager of the AFL Wine, 
Liquor and Distillery Workers 
Union, New York. Although the 
exact role of the labor leader 
wasn’t defined too closely by the 
government, he is reported to have 


been the “go-between” in the al- 
leged illicit operations between 
Schenley and “others.” 

The sealed indictment against 
Schenley, returned by a federal 
grand jury, charged that in March, 
1943, Mr. Pross conferred in New 
York with H. C. Phillips, an 
authorized representative of the 
corporation. According to the 
charge, Schenley agreed to sell ap- 
proximately 15,000 cases of liquor 
in excess of the monthly allot- 
ment to certain of its distributors. 
Bulk of the liquor, it is alleged, 
passed to the F. and A. Distribut- 
ing Company under an arrange- 
ment between Schenley and Mr. 
Pross. 


Both Deny Charges 


Both Schenley Distillers and 
Mr. Pross denied that they had en- 
gaged in black market practices, 
as charged in the indictment. The 
following statement was issued by 
the Schenley organizatien: 

“The indictment does not charge 
Schenley sold any merchandise 
above ceiling prices, it doesn’t 
charge that Schenley kept any 
false records, it doesn’t charge that 
Schenley shipped any merchandise 
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+fitom Health Food to 
BREAKFAST FOOD 


OPENER—With this 1,200-line ad, Best 
Foods has launched a series of five 
"“product-institutional” messages in an 
extensive list of newspapers and maga- 


zines (AA, May |). Other company 

products will be featured in subsequent 

releases. Benton & Bowles and Arthur 
Kudner, Inc., are the agencies. 


to other than its regular distribu- 
tors. The indictment does appear 
to attempt to hold Schenley re- 
sponsible for allegedly unlawful 
acts of others. Schenley has com- 
mitted no crime and will meet the 
issue at the proper time and 
place.” 

Mr. Pross vehemently denied 
participation in any manner in 
any conspiracy or wrongdoing and 
asked that judgment be withheld 
until a fair and just trial “defi- 
nitely establishes my innocence.” 


Buys Outdoor Plant 


The Schenectady Outdoor Ad- 
vertising Company has sold _ its 
building at 122 S. Brandywine 
Ave., Schenectady, N. Y., and all 
of its panels to the Ulster Adver- 
tising Company, which will carry 
on under the Schenectady Outdoor 
Advertising Company’s name and 
which will also operate from the 
Brandywine address. Main office 
= the concern is in Springfield, 

ass. 


LANADAS 
MOST 
INFLUENTIAL 
MAGAZINE 


* Largest magazine 
circulation 

* Largest volume of 
advertising 

* Vigorous editorial 

policy 

* Cover to cover 

readership 


* Read by the whole 
family 


* Strong influence 
with dealers 


* The choice for Can- 
ada’s expanding 
market 
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Westinghouse Readies 
‘Resumption’ Models 


Barring a raw material bottle- 
neck, “resumption” models of elec- 
tric home appliances will start to 


ol 
STANDARD. 


STUDIOS INC. 
540 N. MICHIGAN AVE. » CHICAGO 
WHiltehall 5355 


roll off the Westinghouse Electric 
& Mfg. Company assembly lines 
within a few months after the gov- 
ernment authorizes production, ac- 
cording to W. B. Montague, appli- 
cation data manager of the Cen- 
tral district of Westinghouse. 

The so-called “dream” appli- 
ances will come later, after it is 
certain the public wants them, 
said Mr. Montague, explaining 
that the company has set up a 
postwar planning committee of key 
executives to discuss with locai 
plant managers and_ divisional 
postwar committees the problems 
arising out of termination of war 
production and reconversion to 
peacetime production, as well as 
to collect suggestions for new 
products and new manufacturing 


procedure. 
* % * 


A national financial advisory 
committee to provide advice and 


assistance to medium and small 
business men in meeting special 
problems of financing reconversion 
and postwar expansion was de- 
scribed to the North Carolina 
Bankers Association by C. Scott 
Fletcher, director of field develop- 
ment division, Committee for 
Economic Development. Chairman 
of this new CED committee is 
Hugh R. McGee, vice-president of 
Bankers Trust Company, New 
York. 

Mr. McGee’s advice to all me- 
dium and small business men, ac- 
cording to Mr. Fletcher, is “sit 
down and think out loud with 
your banker about your postwar 
problems, and do it now. Give 
him your full confidence and seek 
his, and you will be pursuing the 
course best calculated to provide 
for you the credit necessary to 
carry out your peacetime plans.” 

The CED, realizing that financ- 
ing of business for expanded 
civilian production will be one of 
the crucial factors in the recon- 
version period, has prepared a 
handbook to help the business man 
in laying his plans to finance his 
postwar production problem. It 
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are moving fast...The “white” areas still 
available are shrinking daily. Agen- 
cies and Advertisers are urged to quick 


action. Write, Phone or Wire Today! 
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will be ready for distribution in 
June. 

a co co 
“The good salesman is always 
essential; the bad salesman is al- 
ways non-essential; and the post- 
war period will test all salesmen 
as they have never been tested 
before.” 
So maintains W. E. Holler, gen- 
eral sales manager of Chevrolet 
Motor Division, General Motors 
Corporation, in an_ eight-page 
booklet describing the tremen- 
dously important role played in 
the history of the nation by “sales- 
men of the spoken and printed 
word,” and of the “double selling 
job” they will have to do when 
peace comes. 
No. 1 is “to lift our own morale, 
to pull ourselves up by our own 
mental bootstraps if need be, in 
order that we may better fulfill 
our function as salesmen and help 
to lift the morale of the entire 
country.” No. 2 is “to plan and 
train for the postwar period—for 
the even bigger selling job which 
will have to be done at that time— 
to make jobs for returning sol- 
diers—to put our enormous plant 
capacity to work—to gain and 
maintain leadership for our re- 
spective organizations—and to help 
create the better world which all 
of us would like to have in the 
future.” 

* a wh 
The food locker industry in 
peacetime will become 100 times 
more vital and necessary to the 
community than it is today, ac- 
cording to an article in the April 
issue of Quick Frozen foods and 
the Locker Plant, national publi- 
cation of the quick freezing indus- 
try. Visualizing from 30,000 to 
40,000 locker plants in this coun- 
try within five years of the end of 
the war, the article explains that 
this method of preserving foods 
has been interrupted by the war 
to some extent because of limited 
food supplies, rationing, gas limi- 
tations, etc. 
In normal times, however, 
locker patrons may enjoy the same 
status as a wholesale customer, 
because, even with extra charges 
for cutting, freezing or aging a 


Advertising Age, May 15, 1944 


side of beef, for example, the 
wholesale price remains consider. 
ably less than retail prices. 

co co co 


The Baruch and Truman reports 
contain no hint of the importance 
of distribution as a factor of our 
economy, points out the current 
issue of the official bulletin of the 
Consumer Banking Institute, 
Washington, D. C., which adds 
that “it appears to be a part of 
most public postwar thinking 
everywhere to give no recognition 
to this vital subject.” 

“Both Baruch and Truman re- 
ports are sellers’ reports,” says 
the bulletin. “They are based on 
the assumption that once the as- 
sembly lines start, the government 
retires and military needs are 
complete, a new Age of Pericles 
will be upon us. They have a 
blind spot for the consumer—his 
needs, his wants and his purchas- 
ing power. . They have a blind 
spot for the workers—reemploy- 
ment, retraining and reallocations, 
They have a blind spot for fi- 
nance—especially the enormous 
credit facilities that must support 
the marketing field, if new goods 
are to extend beyond inventories,” 

Commenting that this omission 
is more remarkable because of the 
government’s frequent acceptance 
of the influences consumer credit 
exerts on cyclical trends, the bul- 
letin adds: “Consumption is the 
front line of the economy. But 
without purchasing power with 
which the consumer can avail 
himself of the opportunities for a 
full life, which the great centers 
of production and_ distribution 
place at his disposal, there is no 
purpose to the economy. It is as 
important to inform the consumer 
as to what he can expect in the 
nature of a liberalized credit 
structure as to inform the pro- 
ducer as to what he can expect in 
the nature of reduced taxes.” 

The bulletin warns that “the en- 
tire distribution side of our econ- 
omy will find no help or even 
recognition in either report, nor 
does consumer credit, the life force 
of American distribution, appear 
to be a part of public postwar 


thinking anywhere.” 
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In the cup 
IT’S THE SAME RICH COFFEE! 


Permanente 


CARTONS, TOO—Easing the way for 
greater restriction on packaging sched- 
uled May |, Nash Coffee Co., Minne- 
apolis, ran this message in 100 news- 
papers explaining that it can't use 
glass jars for all its coffee, but that 
the paper carton costs the consumer 
a few pennies less. Erwin, Wasey & 
Co. handles the account. 


Asks Boost in 
C.O. D., Special 


Delivery Rates 


Washington, D. C., May 9.—A 
sympathetic House post office com- 
mittee last week heard Charles A. 
Heise, special assistant to the Post- 
master General, appeal for an in- 
crease in C, O. D. mail and special 
delivery rates as part of a program 
to make each service of the Post 
Office Department pay its own way. 

While second and third class 
mail were not mentioned, Mr. 
Heise told the committee the pub- 
lic should be willing to pay the 
cost for each service performed by 
the Post Office Department, and 
that no services should be penal- 
ized to make up the deficit accru- 
ing from unprofitable operations. 


Make Department Study 


“If Congress wants to subsidize 
certain types of second class mail, 
or free mail, then it should pro- 
vide funds for those operations so 
the Postmaster General will not be 
accused of operating at a deficit,” 
he suggested. Under such an ar- 
rangement, he said, first class post- 
age might eventually go back to 2c. 

Mr. Heise, who is the retired 
comptroller of the American Tele- 
phone & Telegraph Company, had 
been called in by Postmaster Gen- 
eral Frank C. Walker, together 
with Allen B. Crunden, assistant 
A. T. & T. comptroller, to study 
the department’s cost accounting 
system, and suggest methods of 
putting the Post Office on a perma- 
nently paying basis. 

Today’s testimony was con- 
cerned only with the “special” 
postal functions, including special 


COLLINS, MILLER & 
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OWN 


delivery, insured mail, C. O. D. and 
money orders. Eventually, he will 
have specific recommendations on 
second and third class rates, but 
these portions of the survey are 
not completed. 

In his testimony, Mr. Heise 
asked that special delivery rates be 
increased to 14c to make up a defi- 
cit of 2.6c now suffered on each 
delivery. He also urged that most 
registered mail rates and money 
order charges be rolled back to the 
level prevailing before the tax bill 
rates went into effect on March 26. 


Two Seek FM Permits 


The Blue Network has applied 
to the Federal Communications 
Commission for permission to build 
a new FM broadcast station in 
Chicago to be operated on 48,700 
ke. with coverage of 11,000 square 
miles. The Crosley Corporation, 
Cincinnati, O., has asked the FCC 
for authority to build an FM sta- 
tion in Cincinnati, requesting the 
maximum power allowable, and is 
seeking a site for a _ television 
transmitter with both projects 
scheduled to operate after the war. 


Names H. Lesseraux 


H. Lesseraux, formerly adver- 
tising and sales promotion man- 
ager of the United Petroleum Cor- 
poration, Philadelphia, has been 
named advertising manager of the 
Haverford Township News, Brook- 
line, Pa., and its three affiliated 
newspapers. 


31 
Fowler to GM Ad Post 


Volney B. Fowler, public rela- 
tions director of various General 
Motors divisions since 1929, has 
been named assistant to the vice- 
president and will be in charge of 
advertising and public relations of 
the Electro-Motive division of 
General Motors Corporation. 
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in Oklahoma City. 


ception to all those in between. 


Even now, WKY reaches more listen- 


THIS IS BOB “UP-IN- 
THE-AIR” HOPE! 


SsFANHIS is Bob ‘Up-in-the-Air’ ‘Hope 

telling you that this new WKY 
tower is a cloud-scraping whopper, and 
that if you use Pepsodent, 
gleaming white choppers!” 


This would be a typical Bob Hope 
impression of the new WKY transmis- 
sion installation now nearing completion 


“This tower is so tall,” Bob might con- 
tinue, “that folks for a hundred miles 
around use it as a sun dial.. 
solved the alarm clock shortage in Okla- 
homa. It’s so tall, in fact, that all a pro- 
gram has to do is to fall off the top of it 
and the Oklahoma wind blows it farther 
than some stations can throw it.” 


superior coverage and giving better re- 


you'll have 


. practically 


As a matter of fact, WKY’s new an- 
tenna will be 915 feet high and one of 
the two highest in this hemisphere. 
Already completed is WKY’s elaborate 
and ultra-modern new transmitter build- 
ing. When these new transmission facil- 
ities begin operation, WKY will step 
still farther out into Oklahoma, adding { 
thousands of new listeners to its already i 


ers morning, afternoon and night than 
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Transportation 


arately or together. 


the other 
sponsorship. 


A brochure 


nies. 


Jacques DunLany, 


advertising, this 


announcing 
cards was mailed to all car card 
advertising companies by NATA, 
and to Navy recruiting offices by 
the Navy Department. 
cruiting offices will cooperate with 
the car card advertising compa- 


Navy and NATA 
Map Car Card 
Drive for Waves 


(Picture on Page 55) 
_ Washington, D. C., May 11.—An 
interesting test of car cards as an 
advertising medium will be made 
next month when the OWI and 
Navy Department, in cooperation 
with the National Association of 
Advertising, 
keyed posters for Waves in more 
than 100,000 public transportation 
vehicles throughout the country. 
_Rivaling in size the most ambi- 
tious commercial advertising ef- 
forts made in the transit card me- 
dium, the Wave campaign includes 
two cards, which can be used sep- 
One is con- 
tributed by the local transporta- 
tion advertising company, while 
is prepared for local 


The cards were prepared by 
John Falter, commercial artist now 
on active duty as a Navy lieuten- 
ant, and who executed the Pall 
Mall “modern design” ads. 


Brochure Tells Story 


These re- 


In announcing the campaign, 
chief of the 
OWI poster clearance and alloca- 
tion division, emphasized that “for 
power and size, coupled with the 
unique method of localizing Wave 
campaign will 
certainly be the most dramatic 
and effective war campaign so far 


run 


the 


carried by transportation adver- 
tising.” 

Since January, the OWI and 
NATA have arranged a card for 
local sponsorship, in addition to 
the cards used in the 100,000 
spaces donated during each of the 
past 20 months for war campaigns. 
In the past these drives have usu- 
ally promoted separate themes, 
but during the June campaign the 
car cards are to be companion 
pieces. 

Meanwhile, Wave recruiting will 
be concentrated in car cards dur- 
ing June, avoiding other media to 
permit officials to check the re- 
sponse from this medium. Navy 
recruiting offices have been ad- 
vised to record local results. 


Appeal Is Localized 


The Navy-OWI card, and its 
companion card for local sponsor- 
ship, when run together provide 56 
inches of continuous display, the 
Navy-OWI card telling “What pay 
does a Navy Wave get?”, and the 
sponsored card localizing the ap- 
peal by telling, over the sponsor’s 
signature, where local women can 
enlist. 

Prominent use of a chart to 
show that Wave pay is good when 
allowances are considered, a new 
copy angle which the Navy will 
try in these car cards, is con- 
fidently advanced as a strong in- 
ducement to recruits. 

The card for sponsorship, in ad- 
dition to carrying the sponsor’s 
name and the address of the local 
recruiting office, will feature the 
name of the city in the headline, 
a degree of localization which has 
not previously been attempted un- 
der the NATA-OWI plan. 

NATA is asking its members, 
and other car card advertising 
companies to sell the local card 
to new locai advertisers, or pres- 
ent advertisers. In its brochure 
it points out that even war indus- 
tries will be willing to cooperate, 
since the Navy will not accept 
women who are now engaged in 


essential activities. 


Accounting 


Golf Clubs 


Tires 
Plastics 


TER Tie 
72 ~ 3 ee 
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Machines 


Optical Lenses 


Chewing Gum 
Fire Fighting 


The world knows Dayton best 
for its internationally sold 
Refrigerators and Cash Registers 


—but thousands of other nationally 
and internationally demanded products 
in widely diversified fields are ‘‘Made in 
Dayton, Ohio, U.S.A.” 


Here are just a few: 


Paint and 
Varnish 


Equipment Dress Patterns 
Clothing Machine Tools 
Paper Soaps 
Greeting Cards Publications 


 JOURNAL-HERALD 
Vaylon's largest Daily Caculalon 


Postwar Dayton 
with its 456 industrial plants 
will be bigger and busier 
than prewar Dayton 


Nationally Represented by The Geo. A. McDevitt Co. 


J. O. Peck Names Three 


James O. Peck Company, New 
York industrial and commercial 
field research organization, has 
named James Jump, Ernst Wachs- 
muth and Ira Cotins to its staff. 
Mr. Jump formerly was distribu- 
tion engineer in charge of pro- 
motion and market research for 
Crocker Wheeler Mfg. Company, 
New York; Mr. Wachsmuth was 
engaged in field research for Mc- 
Graw-Hill Publishing Company; 
and Mr. Cotins was a research sta- 
tistician and economist for R. H. 
Macy & Co. He also conducted 
marketing and merchandising 
studies for Abraham & Straus. 


Dunphey to Lippincott 
E. Richard Dunphey, formerly 


pany and Farm Journal, Inc., 
Philadelphia, has been named di- 
rector of sales of the medical and 
professional books division, J. B. 
Lippincott Company, Philadelphia. 
The company has named the Rich- 
ard A. Foley Advertising Agency 
to handle its account. 


with the Curtis Publishing Com- 


Sweets Testing 


Cartoon Strips 
for Tootsie V-M 


Hoboken, N. J., May 9.—Sweets 
Company of America, which last 
September launched a _ sustained 
newspaper campaign in New Eng- 
land and upper New York state 
for its new vitamin-mineral milk 
fortifier, Tootsie V-M, has added 
its name to the long list of adver- 
tisers who have adapted cartoon 
strips to promote their wares. 

Considered as somewhat of a 
test, the cartoons are being used in 
about 30 newspapers in principal 
New England cities on a weekly 
basis. Although it requests that 
the strip appear on comic pages, 
many papers have been unable to 
comply with the order, conse- 
quently Sweets Company has had 
to remain satisfied to have its car- 
toon ads appear in other sections 
of the papers, and in positions not 
entirely to its liking. 

The company is continuing with 


its other advertising in newspa- 
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pers, which is supported by the 
children’s program, “Dick Tracy,” 
heard over the Blue Network 
under Sweets sponsorship. Duane 
Jones Company, New York, han- 
dles the account. 


Gray Gets Account 


Russell T. Gray, Inc., Chicago, 
has been named to handle the ac- 
count of the Lake Shore Engineer- 
ing Company, Iron Mountain, 
Mich., manufacturer of marine and 
mining equipment. Trade publica- 
tions and direct mail are being 
used. R. C. Hoyle has been named 
advertising manager of the engi- 
neering company. 


Extends Time on Air 


Station WBBM, Chicago, has ex- 
tended its signing off time from 
1 to 2:30 a. m., CWT, to remain 
on the air 21 hours daily. The new 
period features dance music, re- 
mote and recorded, with newscasts 
at frequent intervals. Plans have 
been made to place the station on 
a 24-hour operation schedule in 


the event of a European invasion, 


whats 


inside? 


_ 


Courtesy, The New Yorker Magazine 
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Changes to Monthly 


Because of the paper shortage, 
The Rural New Yorker, New York, 
will change from a semi-monthly 
to a monthly publication for the 
remainder of this year, starting 
with the July issue. It will be 
published on the first Saturday of 
each month. 


Gets Up ‘D-Day’ Kit 

A comprehensive D-Day boxed 
kit, complete with maps, photo- 
graphs and background and pro- 
motion material, has been released 
by the Mutual Broadcasting Sys- 
tem to its more than 200 affiliated 
stations to aid them in presenting 
news coverage of the expected 
Allied invasion of “Fortress Eu- 
rope.” 


A. J. Miller Named Head 


Arthur J. Miller, treasurer of 
Chicago Wheel & Mfg. Company, 
Chicago, maker of mounted 
wheels, grinding wheels and allied 
abrasive products, has been elected 
president, succeeding his father, 
the late Henry E. Miller. 


Appoints Representative 


Associated Beverage Publica- 
tions, New York, has been named 
by Van Allen Publications, Mil- 
waukee, as national representative, 
both editorially and on advertis- 
ing, for Northwest Package & 
Tavern News, and Wisconsin Bev- 
erage News. 


McGillvra Shifts Two 


N. P. Colwell of the Chicago 
sales staff of Joseph Hershey Mc- 
Gillvra, Inc., station representa- 
tive, has been transferred to the 
New York sales staff. Robert S. 
Russell of the New York sales staff 
has been shifted to the Chicago 
office. 


Names Benson & Dall 


Benson & Dall, Inc., Chicago, has 
been named to handle the adver- 
tising of Franco-American Hy- 
genic Company, Chicago, manu- 
facturer of Nellie Blythe cosmetics. 
or and radio will be 
used. 


Sheatter Pen Co. 
Aids War on Check 
Thefts, Forgeries 


Fort Madison, Ia., May 10.— 
Spearheading an educational cam- 
paign addressed to people who cash 
checks, W. A. Sheaffer Pen Com- 
pany has distributed to 2,000 banks 
full-color displays, 32 x 40 inches, 
listing precautions to be taken to 
lessen check thefts and forgeries. 

The company launched the cam- 
paign in cooperation with the U. S. 
Secret Service and the American 
Bankers Association, who are con- 
cerned over the mounting wave of 
check thefts and forgeries arising 
from the great number of govern- 
ment checks being sent to depend- 
ents of men in the armed forces. 

Under the caption, “Stop the 
Check Thief and Forger,” the dis- 
plays list eight “U. S. Secret Serv- 
ice Rules” to be followed, four 
under a column captioned “Know 
Your Endorsers” and four under a 
column headed “If You Receive 


Here is an amazed man. 


His amazement, however, is nothing compared with yours 


when you look into the radio homes that lie beyond reach 


of regular radio research. 


Three-quarters of all U.S. radio families, you know, live 


and listen outside the 32 four-network cities where the 


Hoopers and the Crossleys take ‘national’ measurements. 


Mutual is now underwriting persistent research into 


markets where fewer than four networks have stations, to 


open the mysteries of all-American listening patterns. 


Facts like these are already popping up... facts about 


Mutual programs in Mutual markets: 


PEOPLE LISTEN MORE... sets-in-use averages are up to 15% 


greater than in four-network cities. 


MORE PEOPLE LISTEN...share-of-audience averages are up 


to 400% greater than in four-network cities. 


RATINGS ARE HIGHER...program-rating averages are up to 


900% greater than in four-network cities. 


Such facts are of prime significance to clients of the world’s 


largest network. Mutual's 220 stations bring its daily radio 


fare closest to the most people. And the conclusively 


important point is this: in more than 120 key markets 


throughout all America, Mutual has the only network 


station. Have you looked into Mutual lately? 


the 
mutual 


broadcasting 
system 


. yeu ere in the pree * 
yy =p dale OE, 


=o 


STOP CHECK THEFTS—With a mounting wave of check thefts and forgeries 

arising from the great number of government checks being mailed to dependents 

of men in the armed forces, W. A. Sheaffer Pen Co., Fort Madison, la., has 
distributed this display to 2,000 banks. 


U. S. Checks.” 

In the former column the reader 
is warned: “‘(1) When any stranger 
asks you to cash a check, insist that 
he properly identify himself as the 
rightful payee of that check. (2) 
Ask yourself: if this check is re- 
turned because of a forged 
endorsement, can I locate the per- 
son who gave it to me? (3) If an 
endorsed check is presented to you, 
insist that it be re-endorsed for 
comparison. (4) Have each check 
initialed by the employe who pays 
out money for it.” 

In the column directed to recip- 
ients of federal checks, the reader 
is told to “(1) Have some member 
of the family at home when the 
checks are due to be delivered. (2) 
Be sure your name is clearly 
printed on your mail box. (3) Try 
to cash your checks in the same 
place each month; this will make 
identification easier. (4) Do not 
endorse your check until you are 
in the presence of the person who 
will cash it.” 

In order to distribute the warn- 


ings, it was necessary to find some 
manufacturer who would contrib- 
ute the actual cost of the display 
and Sheaffer volunteered its aid. 


Nargus to Convene 


The food supply situation for 
1944-45, postwar prospects for the 
retailer and imminent changes in 
food processing and merchandis- 
ing will be discussed at the 46th 
convention of the National Asso- 
ciation of Retail Grocers, June 4-7, 
in the Palmer House, Chicago. 


Study Transportation 


Postwar transportation policies 
for the United States will be re- 
viewed by experts at a Trarspor- 
tation Institute to be held May 23- 
24 at the Waldorf-Astoria Hotel, 
New York, by the School of Law 
and the School of Commerce, Ac- 
counts and Finance, New York 
University, in cooperation with the 
Transportation Association of 


America. 


POWER] 


to furnish 


dominant 


coverage 

of the rick 
Cast Texas- 
North Louisiaia 
South Crhansdai_ 


market 


A SHREVEPORT 
TIMES STATION 
SHREVEPORT, LA. 


THE BRANHAM CO. 
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Opens Branch Oifice 


Radio-Craft & Popular Electron- 
ics, New York, has opened a new 
branch office in Cleveland at 405 
Erie building, with Burdette Phii- 
lips as manager. 


Schenley Names Reingold 


Harold I. Reingold has been 
named assistant director of adver- 
tising, sales promotion and mer- 
chandising for Schenley Distillers 
Corporation, New York. 


Y&R Appoints Male 


W. H. Male, Honolulu advertis- 
ing and public relations counsel, 
has been named by Young & Rubi- 
cam as the agency’s representative 
in Hawaii. 


ENTRAL OH 


GREATEST SINGLE © 


Chesterfield and 
Waring Part After 


5-Year Association 


New York, May 11.—Liggett & 
Myers Tobacco Company and Fred 
Waring will part company June 9 
after an association of five years, 


show for Chesterfields, 
renewed its NBC time period, but 
a check with the network reveals 
that no program has as yet been 
selected to move in when the War. 
ing contract expires. 


in the trade, Larry Bruff, of the 
Newell- Emmett agency, is said to 


during which L&M has sponsored 
Fred Waring and his Pennsylva- 
nians in one of the most popular 
musical programs on the air, en- 
titled “Pleasure Time.” 

According to a spokesman at Mr. 
Waring’s office, the decision not to 
discuss any further renewal of the 
contract, which expires June 9, 
was mutual, and no controversy of 
any nature was instrumental in 
bringing the long association to an 
end. 

Heard Mondays through Fridays 
7 to 7:15 p.m., EWT, over the NBC 
network, with rebroadcast at 11 
p.m., the Waring orchestra is one 
of the highest priced musical ag- 
gregations on the air, with Mr. 
Waring reported to be drawing a 
weekly stipend of about $12,000 


for his program. 
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SEATTLE... 
66 techvic. J 


TFown” 


Tak about The Richer Life! Seven out of ten 
women in Seattle cook with electric ranges . . . eight 
out of ten have electric refrigerators and vacuum 
cleaners. Perhaps nowhere else in America does a sim- 
ple flip of the switch bring so much freedom to so 
many. Nine out of ten farms in Western Washington 
enjoy electric service! Electric rates in this region are 
lower than anywhere else! 


The amount of electricity available to Seattle homes 
and industry is practically unlimited. Seattle draws its 
electric power from the world’s largest hydro-electric 
developments such as Rock Island, Skagit, Ross, mam- 


In this rich and growing city, The SEATTLE 
TIMES offers a wealth of “power” in the sale 
of products and services. It is the preferred 


newspaper in 7 out of 10 Seattle homes! 


Rake Gee Ae eben UE re 


moth Grand Coulee and Bonneville. Seattle is attrac- 
ting scores of industries in which low cost power is a 
real advantage. They are here to stay. 


We cite the case of electricity to emphasize that Seattle 
is a bright, modern city, with living standards above 
the national average. Seattle offers a permanent market 
far bigger than its half-million population indicates. 
For instance, Sales Management says Seattle’s effective 
buying income is $2,132 per capita. The national aver- 
age is $1,103. Include Seattle in your future plans—for 
here is one of the world’s richest, growing markets. 


Represented by O'MARA & ORMSBEE, INC. 
NEW YORK ® DETROIT * CHICAGO * SAN FRANCISCO * LOS ANGELES 
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ABOVE ALL SEATTLE PAPERS 


( 


be on the Pacific Coast attempting 
to line up song-writer Johnny 
Mercer for a program entitled 
“Song Shop,” which would com- 
prise an orchestra, vocalist and 
guest appearances of film stars. 


Vay _— 


L&M, which airs the Waring 
has just 


Aavertising Age, 


However, according to rumors 


Whether this show would be in the 
nature of a summer replacement 
or as the regular Chesterfield fea. 
ture is not certain. 


M-G-M Buys New Show 


Metro-Goldwyn-Mayer wil] 
sponsor a new series of programs 
on 71 Mutual stations starting June 
12. Entitled “M-G-M’s Screen 
Test,” the show will feature musi- 
cal and dramatic aspirants to film- 
dom and will be heard Mondays 
through Fridays 9:15 to 9:30 p.m, 
EWT. 

The company has also bought 
the 11:55 to 12 noon spot on Mu- 
tual Mondays, Wednesdays, and 
Fridays for a period of seven 
weeks, beginning June 5. Nature 
of the five-minute presentation has 
not yet been determined. M-G-M’s 
sponsorship of Fulton Oursler, the 
“People’s Reporter,” ends May 12. 
Donahue & Coe is the agency. 


Holland Takes News Program 


Holland Furnace Company, Hol- 
land, Mich., through Roche, Wil- ae 


liams & Cunnyngham, Chicago, me 
has signed a 26-week contract for tin 
sponsorship of the Sunday edition ha: 
of “World News Roundup” over tur 


69 NBC stations, 8 to 8:15 a.m, 
CWT. 


tur 

Grove Signs Two Shows the 
Another NBC news program, on 
“Okay for Release,” will be spon- abl 
sored for 52 weeks by Grove Lab- ant 
oratories, Inc., St. Louis, through ble 
Russel M. Seeds Company, on ing 


seven West Coast stations begin- of 
ning June 5. The show is aired 


Monday through Friday 5 to 5:15 | °° 
p.m., PWT. Ing 
Grove Laboratories also has con- tee 


tracted for the 1:55 to 2 p. m, 
EWT, Blut Network period. It will 
launch a program, whose format is 
still undecided, on Sunday, July 2, 


under a 52-week contract. Dona- 
hue & Coe, New York, is the 
agency. 


Goes Full CBS Net 


J. B. Williams Company, Glas- 
tonbury, Conn., which currently 
sponsors weekly news broadcasts 
by William L. Shirer over 60 
stations Sundays 7 to 7:15 p. 

EWT, will expand to the full CBS 
network of 135 stations June 4, 
when the time period will be 
changed to 5:45 to 6 p. m. Sun- 
days. J. Walter Thompson Com- 
pany is the agency. " 


Selling To Women While” 3 
They're Young 
Published by GIRE SCOUTS 
455 East 4gth Sereet, New York 1p 


Grow along with us! 


225,000 ABC! 


MEMBER OF THE YOUTH GROUP 
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Dear Joe ? 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

When the time comes for you to re- 
enter civilian life, I do not think you will 
find it has changed as much as you might 
anticipate. 

New developments and inventions have 
gone into the war ef- 
fort, as they should. 
The great changes 
which will profound- 
ly affect civilian life 
are waiting until the 
war is over before 
their impact is felt by 
the general public. 

It is true that the 
world has shrunk 
rapidly in the last 
few years. However, 
the effect of this 
shrinkage is infinitesimal on the civilian 
life compared to what it probably will be 
in the decade that follows the war. 

In no war in the history of this country 
has the returning soldier constituted such 
a big portion of the population, which 
means your “being in tune with the 
times” will be less of a problem than it 
has been for other G. I.’s who have re- 
turned from other wars. 

I sincerely believe that when you re- 
turn you will reenter civilian life at 
the beginning of the most opportune dec- 
ade this world has ever known. It prob- 
ably will not be a decade free of troubles 
and crisis and changes, for no such trou- 
ble-free decade has existed so far, accord- 
ing to the newspaper files and the pages 
of history. But there are innumerable 
signs which show that the decade follow- 
ing your return is bound to be literally 
teeming with opportunities. 


Will C. Grant 


Opportunities are generated by the de- 
velopment of ideas. 

Television has been little more than an 
idea as far as its importance in the life 
of the general public is concerned. This 
next decade should see it become an in- 
dustry, and will probably see it help to 
develop other industries through its ad- 
vertising power. Its transmission of sight 
with sound should help to more develop- 
ments through stimulating the birth and 
growth of ideas for better living. 

Transportation, which for thousands of 
years did not exceed the speed of a horse, 
has been shrinking the world faster and 
faster since the development of mechan- 
ical motive power in the nineteenth cen- 
tury. The inventions and improvements 
toward this end during the war indicate 
that the progress so far will seem only 
preliminary in contrast to the climax of 
the decade that will follow. 

These are but two of the “signs of the 
times to come.” Plastics, electronics, 
ready-made houses, and an endless host 
of new developments are hovering in the 
offing awaiting your return. 

A mass market demand for numberless 
products (of which automobiles, refriger- 
ators, and radios are but a tiny part) is 
building up throughout the world. It will 
take many years for supply to catch up 
with this demand, and those will be the 
years following your return. 

The broader vision which you bring 
back with you, and the character and 
respect that you have earned, will be no 
ordinary factor in changing what are now 
“signs of the times to come” into reali- 
ties, 

WILL C. GRANT, 
President, Grant 
Advertising, Inc. 


lhe Pay » Off f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 


“Do you and other mail order adver- 
tisers have a formula or set of points 
which you follow in planning and pre- 
paring your ads?” 

The answer to this query from a reader 
of this column is yes and no. I do not 
have any written formula or plan against 
which I check each ad or mailing piece 
as I prepare it and my impression is that 
few mail order copywriters or advertising 
Managers do have. 

Advertising—even for the mail order 
man—is not a precise or scientific matter 
which permits slavish following of a for- 
Mula. Heaven forbid that it shall ever 
become that, for then there would be no 
need for us high salaried (?) creative 
id capable clerk could do the 
job. 

But I do have an unwritten pattern 
Which I follow fairly closely. This pat- 
tern has developed out of years of ex- 
perience in testing ads. I have never 
tried to write it down and it keeps chang- 
Ing with my own findings and with my 
Constant interchange of information with 
others. It does not guarantee that my 
ads will always be good but it does help 
me avoid bad mistakes and it keeps me 
More nearly on the beam. Any sharp 
Variations from it—and I am constantly 
testing them—are made with fear and 
trembling. 

This pattern involves a number of 


points or factors—the amount and na- 
ture of the copy, the appeals, the char- 
acter and length of the headline and of 
the subheads, the pertinence and atten- 
tion value of the illustration, the size and 
nature of the coupon or reply card, etc. 
If you were one of the daring adver- 
tising men (I was not) who tried to rank 
the 12 International Correspondence 
School ads (ADVERTISING AGE, Jan. 3), you 
probably noticed that Advertising Man- 
ager Paul Barrett and his agency (N. W. 
Ayer & Son) also followed a fairly con- 
sistent pattern developed out of their ex- 
perience. The same thing seems to be 
true of most successful mail order adver- 
tisers—they tend to find a successful pat- 
tern for their advertising and to change 
it only as tests show a better pattern. 
The advantage of such a pattern or 
formula—written or unwritten—is obvi- 
ous. It gives one a proven check list 
against which to check his work. That 
was the great service of the Townsend 
Plan with its 27 points; it helped many 
copywriters and advertising managers to 
realize that there are certain fundamental 
factors (not necessarily the 27 points) in 
any successful ad and to incorporate these 
factors in their own thinking and writing. 
The danger is in becoming a slave to a 
check list or pattern and losing the fine 
edge of originality and creation. That 
can be avoided by constantly trying 
changes and variations and adopting into 
your pattern those which prove resultful. 
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lhe Creative Mans Corner 


It should now be apparent to anyone 
who reads these comments that this Cor- 
ner likes its advertising straight. 

We also like it strong. 

And if the advertisement reading fig- 
ures don’t always give us comfort, the 
radio ratings do. For there is a section 
in the Hooper reports that no one can 
lightly pass off. ; 

This is the section of Sponsor Identifi- 
cation and the implications in its index 
certainly are clear. Highest identifica- 


off column. 

As a matter of fact, not all of the 
top audience shows that fail to make the 
first fifteen in Sponsor Identification have 
“soft” commercials. Several make the 
effort to go all out. On the other hand, 
the Fibber McGee show and Burns & 
Allen hardly are characterized by “tough” 
commercials; both Wilcox and Goodwin 
slide into their sales with more than a 
little fooling. Nevertheless, when once 
they get into their selling there is no 


GETTING READY—Fibber McGee and Molly (center) look over a program script while John J. 
(Jack) Louis, vice-president, Needham, Louis & Brorby, the agency in charge, bends over in deep 
jhought. 


tion is won, almost without exception, 
by programs with the consistently hard- 
est-hitting commercials in nighttime or 
Sunday radio. 
Here are the first fifteen programs as 
shown in the latest report (April 30): 
Sponsor Identification 


1, Re Fee 55 0550s 554 sees 91.4 
a KG Be Ns wove babtuiesss 87.3 
3. Fibber McGee & Molly.......... 86.2 
4. Walter Winchell .............. 83.6 
5. Take It or Leave It............ 82.7 
6. Thanks to the Yanks........... 80.3 
0 Ue OR oe re eer 80.1 
S. CHAS BIGCOItRy onc ceccaves 77.6 
D FOS © es bv ecawesas ces 76.8 
BO. He Pe. ka cA soda a wae neede 76.6 
35. BD 6-0 Ss weeedews vd ade 76.0 
12. Frank Morgan-Fanny Brice.... 75.7 
Se: GE Te i x ko coh cxuans cee 72.2 
14. Your All-Time Hit Parade...... 72.1 
1B.. FEOR: WO: 6 eavean cnc lisa 71.6 


This list is decidedly different from the 
first fifteen programs ranked by popu- 
larity. 

Eight of the top-rating (audience) pro- 
grams do not appear at all. Joan Davis, 
Jack Benny, Mr. District Attorney, Screen 
Guild Players, Abbott & Costello, Aldrich 
Family, Bing Crosby and Eddie Cantor 
all are missing. In their place Your Hit 
Parade, Thanks to the Yanks, Burns & 
Allen, Bandwagon, Frank Morgan-Fanny 
Brice, Ginny Simms, Your All-Time Hit 
Parade and Fred Waring enter the pay- 


question about either the products they 
are talking about or the points they want 
to make. 

Hard-selling phrases constantly  re- 
peated come quickly to mind for all the 
list above. For, in addition to Swan 
soap and Johnson’s wax, here are all 
three Lucky Strike shows, Eversharp, 
Jergen’s lotion, Lux, Pepsodent, Chase & 
Sanborn coffee, Maxwell House coffee, 
Fitch, Chesterfield, Camel, Philip Morris, 

When you consider that Sponsor Iden- 
tification is secured only from actual 
listeners to the programs, while they are 
listening, the figures cannot help but be 
significant. 

It also is significant, we think, that 
neither audience size nor time on the air 
necessarily affects these figures. Thanks 
to the Yanks and the Ginny Simms show, 
with audience ratings of 9.4 and 12.1 re- 
spectively, show Sponsor Identification of 
80.3 and 72.2. Eddie Cantor, with a 
Hooperating of 17.8, shows only 52.0 in 
identification. The Carnation Contented 
Hour, with more than ten years on the 
air, is identified by only 58.5. And Fred 
Allen, who is hardly a newcomer, has a 
Sponsor Identification of 56.8. 

Too many programs, we believe, fail to 
get the full price in remembering for the 
entertainment they provide. There is 


scarcely a radio writer we know who 
doesn’t love “soft”? commercials. 
evidence is on the other side. 
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SMALL BUSINESS : 
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BIG BUSINESS: 


4% SAY IIS Al 


PRESENT ADMINISTRATION'S ATTITUDE TOWARD: : 


' ’ ' ' 
3% OF MINNESOTA'S PEOPLE SAY IT IS "TOO FRIENDLY” TOWARD THIS GROUP 


BOUT RIGHT "2 


TOO FRIENDLY” TOWARD THIS GR | 


a3 13% SAY “NOT eae 9 ENOUGH” 


11% EXPRESSED NO OPINION 


| 16% HAD NO OPINION 
! 
26% SAY IT IS “ABOUT RIGHT? 


---From the Minnesota Poll, sponsored by the Minneapolis Tribune 
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Garthe Joins Gordon 


Harold W. Garthe, formerly ad- 
vertising manager of the Cardox 
Corporation, Chicago, maker of the 
Cardox fire extinguishing system, 
has joined the Phil Gordon 
Agency, Chicago, and will divide 
his activities between the market 
analysis and copy departments. 


Crane Advances Lowe 


T. M. Lowe has returned to the 
advertising and sales promotion 
department of the Crane Co., Chi- 
cago manufacturer of plumbing 
and heating materials, after two 
years as sales engineer in the 
company’s valve and fitting de- 
partment. 


36 to 49 or draft exempt. 


11, HMlinois. ; 


BIG FOOD ADVERTISER WANTS 


PROMOTION WRITER 


— to prepare easel presentations, portfolios, slide films, house 
organs, etc. and merchandising national advertising to salesmen 
and trade. A real opportunity. 


Give full details in first letter, including present salary, and 
send snapshot if available. All replies confidential. Midwest 
location. Box 4797, Advertising Age, 100 E. Ohio St., Chicago 


Not just a duration job. Age 


Denver Home Plan 
Institute Speeds 
Postwar Building 


All Building Factors 
Unite to Sponsor 
Courses for Public 


Denver, Colo., May 10.—While 
there has been a great deal of 
conversation throughout the nation 
on the subject of postwar housing, 
few communities have taken such 
specific steps to implement the 
postwar demand for housing fa- 
cilities as Denver, where a group 
of business men, sponsored by the 
Denver Chamber of Commerce, 
has organized the Denver Home 
Planning Institute. 

The purpose of the institute, ac- 
cording to Mrs. Marian Hatch, the 
director, is to create a backlog of 
business for returning service men 


and released war workers, and to 
help the people of the community 
build sounder, safer and more sub- 
stantial homes when building is 
again possible, by offering free 
classes, once a month or oftener, 
embracing all phases of home 
building, remodeling and decorat- 
ing. 

In this way the institute hopes 
not only to tie up into a usable 
package all of the diverse factors 
which go into the selection, con- 
struction and decoration of a home, 
but also to bring postwar home 
building plans out of the dream 
state and much closer to actuality. 


Has $50,000 Budget 


The institute is a non-profit or- 
ganization, contributed to by all 
the local lumber dealers, depart- 
ment stores, savings and loan as- 
sociations, building materials deal- 
ers and others interested in the 
home building market. Its plans 
call for a $50,000 budget over a 
two-year period. In _ addition, 
about $100,000 in supporting ad- 
vertising has been pledged to help 
the institute carry out its program. 

Advertising and promotion, in- 
cluding outdoor posters, coupon 
advertisements in local dailies, 
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broad’cast, v. t. To disseminate widely .. 


Now and again, it seems worth while to examine the verb “broadcast” for its pre-radio 


meaning : “To disseminate widely.” For here, obviously, is a basic difference between radio and other 


forms of mass communication. Radio may address a national audience simultaneously. It literally 


broadcasts wherever there are sets to receive and ears to hear. 


The stations of Westinghouse are situated to broadcast to a large segment of the national audience.. 


some 18,000,000 Americans living within audible reach. Here is a sizable crowd, able to hear NBC’s Parade of 


Stars, the carefully planned local programs, and the sales-messages that are nicely integrated with 


both. Are you tapping these major markets ? 


WESTINGHOUSE RADIO STATIONS Inc 


@ WOWO + WGL + WBZ + WBZA + KYW + KDKA 
Check with NBC Spot Sales for open time 


WHEN YOUR DREAMS 
CAN, COME TRUE 
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You Can Have the Money to 
Build Your New Home 


For the first have an oppor # patriotic 
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mmm Ph Join FREE CLASSES in 


he etter gare ol 
" THERE Is NO 
CHARGE FOR THESE CL Asses 


Register, NOW. Use th~ coupon below, or 
phone for detoiled iniorn.otion, TODAY... 


“The DENVER HOME PLANNING 
INSTITUTE 


| Send jon FREE 


TODAY Phoug KE 321) 


INVITATION TO LEARNING—Denver 

Home Planning Institute created inter. 

est in its courses with local newspaper 
advertising like this. 


spot radio announcements, car 
cards, leaflets and publicity, were 
used to such good purpose in in- 
troducing the ‘series of lectures 
that the first, held on March 27, in 
a raging blizzard, drew an audi- 
ence of almost 300. The second 
session, held April 25, showed reg- 
istrations well over the 500 mark, 
with every indication that 1,000 
registrations for the course would 
be on tap shortly. 

In order to permit adequate “in- 
struction,” and especially to per- 
mit question-and-answer periods 
at the end of the sessions, the in- 
stitute plans to restrict attendance 
to not more than 300 persons, 
which means that it will shortly 
be holding two or possibly three 
sessions a month instead of one. 


Registration Required 


Attendance at the sessions is 
free, but open only to those who 
register, registration consisting of 
depositing war bonds at any home 
financing or savings institution, 
agreeing to make monthly bond 
purchases, or starting a_ special 
savings account. Those following 
these rules are given a_ special 
pass book which serves as an ad- 
mission ticket to the lectures, and 
a deposit or war bond purchase 
for the month in which the lec- 
ture is held must be shown. 

No commitment to buy or build 
a house is required, and the money 
or bonds on deposit may be with- 
drawn at any time. 

The first institute session dis- 
cussed “Choosing the Homesite,” 
and the second was on “Planning 
the Home.” Other subjects to be 
discussed at the monthly classe 
include how to select a contractoh 
home financing, material selectioy 
remodeling. landscaping, types @ 
plumbing and heating, interiot 
decoration, etc. In general, local 
speakers are presented before tht 
classes, and presentation of th 
material is left in their hands. I 
practice, this frequently meais 
that exhibits and displays of com 
siderable interest will be show? 
The architect handling the home 
planning meeting, for example, 
distributed copies of a_ booklet, 


THEY GET 


FROM A FEW MILLIONS 


They get # from a market many of the 
big competitors have overlooked. Pe 
haps, , too, are overlooking the 7-bh 
lion dollars spent yearly by Amerie# 
Negroes. So find out how advertisers ” 
Negro field are reaching biggest market 
at Fittest costs. Write today to Inter 
state United Newspapers, Inc., 545 Filt 
Avenue, New York 17, New York and & 
ready for some startling, profit-revealil 


facts. 
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Capacity Crowd Makes Registration for 
Home Planning Class Necessary . 


to be held on April 25th 


The enthusiastic attendance of so many Denver home planners re- 
quires immediate registration for Denver Home Planning Institute 
Classes. Classes will be repested os necessary. 1H you were queli- 
fied for the first class you ere automatically registered. Other- 
wise, you should register immediately. Registration will be lim. 
ited to 300 per class. A new series will be sterted when registra- 
tions ere completed. 


These classes are iree, but you 


NEAT CLASS 
“Piasning the Home” 
hordon damicses. 
“bearer Architect 
10 FM 
APRi. BTR 


KEEPS IT UP—Following the successful 
first class, the institute continued to 


promote attendance at succeeding 
sessions with this type of copy. 


“Planning Your Home,” originally 
issued by the American Institute 
of Architects, with his compli- 
ments, and others will set up ex- 
hibits of materials and products. 


Estimate $5,000,000 Business 


The institute itself distributes 
pocket notebooks with the stamp 
of the institute on the cover, in 
which attendants are urged to 
keep their lecture notes. The pos- 
sibility of publishing the first 12 
lectures in booklet form is also be- 
ing discussed. 

“There are so many postwar 
programs in a nebulous state that 
it is a great satisfaction to know 
that this one is working, filling a 
need, and preparing postwar jobs 
for returning service men and re- 
leased war workers,” says Mrs. 
Hatch, who formerly was con- 
nected with the Philadelphia Bul- 
letin and other eastern publishers. 
"Using a $5,000 home as a medium 
price, we estimate our present en- 
rollment of 500 represents a mini- 
mum of $2,500,000 worth of busi- 
ness for Denver firms, and my own 
guess is that it represents close to 
$5,000,000 worth of building, re- 
modeling and redecorating when 
these activities are resumed.” 

The “home institute” plan is not 
a Denver innovation. The idea is 
in use in a number of cities, not- 
ably in Portland, Ore., where three 
lumber dealers and a savings and 
loan association are backing the 
program, but the Denver effort 
seems to be the largest and most 
widely sponsored throughout its 
area, 


Shaw Joins Clark 


Earl Shaw Jr. has _ joined 
the copy and production depart- 
ment of Darwin H. Clark Adver- 
tising Agency, Los Angeles. 


“Jobber Certified,’’ 
A-Plus Circulation 


Exclusive with 
Automotive Digest! 


In adding additional independent 
service dealer circulation to Auto- 
motive Digest, only those dealers 
are added who are certified by job- 
bers in their territory as being pur- 
chasers of parts, equipment, and 
Supplies. If the jobber doesn’t know 
the service shop, or if, in his opin- 
‘on, the shop is too small, it is 
not added to the circuiation. 


Thus. Automotive Digest is receiv- 
ing the most complete cooperation 
ever given an automotive trade 
publication - | wholesalers in the 
milding of effective circulation. 


Let our representative show you 
results secured by other advertis- 
ers through the use of this certified 
circulation. 
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AUTOMOTIVE DIGEST 


Cincinnati, Ohio 


Sadenwater, Winters 
Advanced by RCA 


Harry Sadenwater, formerly 
manager of services for RCA Lab- 
oratories, Princeton, N. J., has 
been named broadcast equipment 
sales manager for Radio Corpora- 
tion of America in the Eastern 
region, with headquarters at the 
RCA sales office, 411 Fifth Ave., 
New York. 

_ Harold M. Winters, formerly as- 
sistant to the president of RCA’s 
Argentine company and later en- 
gaged in distribution and market 


research studies for the company 
in Chicago, has. been named man- 
ager of a newly-created sales 
region for RCA Victor Division, 
covering the central states with 
headquarters in Cleveland, O. 


v * 
Hougen to ‘Esquire’ 

H. Everett Hougen, with Mc- 
Manus, John & Adams, Detroit, for 
the past seven years and recently 
in charge of the Dow Chemical 
Company account, has been named 
Detroit manager of Esquire, with 
offices at 415 New Center build- 
ing. 


Randall in New Post 


I. S. Randall, formerly with 
TWA, General Foods Corporation, 
and Blackman Advertising Agency, 
has joined the Victory Builders 
division of Bressler Editorial Car- 
toons, New York, as vice-president 
and sales manager. 


37 
Named Ad Manager 


Robert C. Anderson Jr., recently 
in the Army air forces, and 
formerly with Popular Science 
Monthly and Nation’s Business, 
has been appointed eastern adver- 
tising manager of Popular Publi- 
cations, New York and Chicago. 


Covers BUYERS in Charge of Catholic Churches «© Schools 


* Institutions 


A National Publication, published bi-monthly at Milwaukee, Wis. 
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Information- hungry 
Yanks find jolly English 
Bobbies know even more 
about London than Amer- 
ican quiz kids know about 
baseball. In spite of the 
differences of slang and 
enunciation, Americans 


and Britishers have discovered that they 
talk the same language—that they have a 
tremendous common interest in INTER- 
NATIONAL COOPERATION. 

Today the paper industry is seriously 
affected by wartime scarcity of wood and 


Why THERE’LL ALWAYS BE A LONDON 


labor. We again urge the buying public 
to cooperate by conserving paper supplies 
and saving waste paper. International 
Paper Company cooperates to the utmost 
of its ability in helping solve the many 
wartime paper problems confronting buy- 


ers and users of paper. 


BUY BONDS ... SAVE WASTE PAPER 


Intemational 


PAPER 


COMPANY 


220 E. 42nd ST., NEW YORK 17, N.Y. 


PAPERS FOR PRINTING AND CONVERTING 
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Bell Heads Toledo Club 


George Harold Bell, sales direc- 
tor of Willys-Overland Motors, 
has been elected as the first presi- 
dent of the Toledo, O., Sales Ex- 
ecutives Club. F. A. Nealon of 
Electric Auto-Lite Company and 
E. H. Rude of Rex Research Cor- 
poration have been named first 
and second vice-presidents, re- 
spectively. 


Appoints A. F. Greene 


Arthur F. Greene, owner and 
operator of the Greene Studios, 
Advertising Art and Photography, 
for more than 15 years, has been 
named sales promotion and adver- 
tising manager of Scott & Fetzer 
Company, Cleveland, O., maker of 
the Kirby vacuum cleaner. 


PARE YOU SELLING THEM EFFECTIVELY? 
— 
You should bave expert counsel 
be 


on bow to reach the growing 
be $7 Billion Negro Market. Consult~ 
Ps DAVID Jj ‘SULLIVAN 
EVERY !0 : He 
Se REE ._ Ncero Market Organization 
+ Advertising + Research 


1S A NEGRO 


$45 Fifth Avenue + New York, N.Y 


Institute Points 
Up Radio's Vital 
Postwar Role 


Columbus, O., May 9.—A vital 
role in the postwar world was 
envisaged for the radio industry 
by speakers at the Institute for 
Education by Radio, which con- 
cluded its three-day annual con- 
ference here yesterday. Approxi- 
mately 1,100 members and guests 
attended the sessions—an all-time 
high in registration in the 15-year 
history of the institute. 

Theme of the institute was 
“Radio—Sword and Plowshare,” 
and from the multitude of ad- 
dresses, reports and panel discus- 
sions there emerged evidence of 
the industry’s determination that, 
just as it played an important part 
in fashioning a ploughshare into 
the sword that is piercing the Axis, 
so it is ready to help turn the 


sword into a ploughshare when 
peace comes. 

Invasion jitters made their re- 
percussions felt at the institute, 
with five of the keynote radio and 
government speakers retained at 
their “listening posts” and unable 
to attend. These were Elmer 
Davis, OWI director; J. Harold 
Ryan, president of the National 
Association of Broadcasters; Niles 
Trammell, NBC president; H. V. 
Kaltenborn, commentator, and Bill 
Brooks, news and special events 
director. 


Plans Ad Section 


The institute is continuing its 
attempts to arrange a section de- 
voted exclusively to advertising 
and the hope was advanced that 
a definite program embracing the 
field of radio advertising will be 
worked out before next year’s 
meeting. 

The subject of advertising 
bobbed up at the session on “How 
Free Is Radio?” during which 
Clifford Durr of the FCC asserted 
that the four national networks 
receive 74% of their revenues 
from four national industries, and 
criticized the “domination of com- 


mercial broadcasting by such a 
concentrated number.” 

A paper written by Sen. Burton 
K. Wheeler was read, in which he 
charged that advertisers dictate 
the contents of radio programs. 
Edgar Kobak, executive vice- 
president of the Blue Network, 
flatly denied the charge. He also 
declared that it is not true, inas- 
much as the Blue is concerned, 
that network broadcasters are 
trying to “get radio back from the 
advertising agencies.’’ He said the 
Blue is quite willing to let the 
agencies suffer the headaches of 
talent quests, production, and kin- 
dred problems of a program setup. 

Mr. Kobak said the Blue Net- 
work doesn’t know whether there 
is a “free radio” or not, nor 
whether the existing methods of 
control are good or bad, but that 
it is studying these problems and 
seeking an honest answer. Con- 
cerning news broadcasts, he said, 
most of the commentators have 
never met their sponsors — the 
same sponsors whom Sen. Wheeler 
accuses of controlling newscasts. 

In conjunction with the insti- 
tute, winners of 20 first awards 
and 18 honorabie mention awards 
in the Eighth American Exhibition 


Key Magazine for Key Men in the Aviation Industry 


a: 


? 


IF INDUSTRIAL AVIATION seems 
exclusive, that’s because it exists only for 
two groups of men—the men who design, 
specify or buy for aircraft production— 
and the advertisers who must get to them... 
who must get action by placing the facts 
about their products or services before 
one or more key production men in 
many busy plants. For these advertisers IN- 
DUSTRIAL AVIATION produces maxi- 
mum sales results at lowest possible costs. 


That INDUSTRIAL AVIATION is 
closely read by key men in the aviation 


Industrial Aviation EDITED BY PUBLISHING EXPERTS FOR EXPERTS IN AVIATION 


Get all the 


office. Worthwhile additional information will 


reach you promptly. 


ZIiFF- dD AVIS 


by contacting our nearest 


industry was proved when it appeared as 
a special section of “Flying” — the active 
interest and positive response in a few 
months made it necessary to bring out 
INDUSTRIAL AVIATION as a com- 
plete separate magazine for its selected 
subscribers. 


Subscriptions are limited to some 15,000 
of these key executives. They are the 
men who direct the bui/ding of airplanes, 
engines, propellers. These are the men 
who influence the basing of aircraft equip- 
ment, parts, accessories. 


PUBLIS HIN G 


540 North Michigan Avenue, Chicago 11, Illinois ©« Offices: ‘sew York « Washington « lLosAngeles « London e« Toronto 


In other words, INDUSTRIAL AVI- 
ATION delivers the news to the entire 
industry ...as fast as it can be released 
... terse, interesting vital news... written 
by experts for experts in terms of pro- 

uction methods and design develop- 

ments. No wonder this magazine 
ranks the number one place with so 
many thousands of airplane industrial 
executives. 

Get all the facts by contacting our 
nearest office. Worthwhile additional in- 
formation will reach you promptly. 
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of Educational Radio Programe Q1 
were announced. 


DURR HITS RADIO , Pe 
‘COMMERCIALISM’ AGAIN | Mf 


Cleveland, May 9.—Striking oy 


at “commercialism” and “concen. Né 
tration” in radio, FCC Commis. } exec 
sioner Clifford J. Durr today tojg § thre 
the Greater Cleveland Radio Coyp. J agen 


cil the industry must be kept com. § as F 


petitive by the establishment og § thei! 
more non-commercial stations, in th 


Citing the record of WoOsy La 
Columbus, the Ohio State Univer. § J. D 
sity station, and WHCU, Ithaca § vice- 
N. Y., the Cornell University stg. 9 Jr., 
tion, which sells approximately the 
20% of its time, Mr. Durr sajiq§ cept 
this type of service is needed g ager 
radio is to be of maximum bene.§ with 


fit to the community. cept 

Critical of radio’s role in the Ne 
war, he said the industry’s cop.§ qual 
tribution to war bond sales, fat;§ beer 
salvage, and an understanding of tives 
the war was offset “with a dis. @ wou 


tressing lack of discrimination j,§ ture 
permitting its advertisers to arouse “O; 
our altruistic emotions and then 
exploit them for the sale of goods. Ai 


Patriotic “Wrapper” wou 


“Thus,” he declared, “patriotism § °thé 
is used as little more than ang De § 
attractive wrapper for a packageg We" 


of merchandise.” an 
Analyzing radio’s approach tp§ [rt 
che war, Commissioner Durr asked. Al 


“Will we lcok forward to victory vice 


as an opportunity to build a better§ LU! 


world in which men can live for | 
together in peace or friendship, § °°™ 
or solely as an opportunity to buy Am¢ 
some nice new gadgets we are 
promised as soon as manpower 
and materials can be diverteag f t 
from the preduction of military 
goods?” 

Asserting that radio must bearg iv 


its share of the blame for juvenile V!C® 
deiinquency, Mr. Durr criticised tisin 
children’s programs, asserting that ~“y 
too few “approach our children /@" ! 
primarily as future citizens,” but pee 


rather “as purchasers of breakfast § °: 
foods.” since 
He called for listener pressure 
to resist bad programs and encouw-§ . 
age good ones. “It is entirely [8 | 


unrealistic,” he declared, “to ex- (Bor 
pect the networks to reduce sub- (ipa 


stantially the amount of time they§ . 
sell for soap operas unless and Ing 
until they are able to sell the time 


for some other type of program sh 
with equal or greater profit.” (s y 
The same problem governs im- a 


provement of radio commercials, I 
he said. “Much of the advertis-§ 
ing is in good taste or done with 
such cleverness that few listeners 
object. But unfortunately _ the 
price we have to pay for many 
programs is to listen to the reit- GC 
eration of the virtues of the par- E 
ticular product, or to be reminded sence 
that our poor cld insides are nlf On¢; 
as young and active as they useif June 


to be.” New 
a> “ears cial 

Potter in New Post ment 

T 


H. W. Potter, formerly fleet full 
sales manager of Packard Moto 


Car Company, Detroit, has been aad 
named sales manager of the fun- has 


eral car and ambulance division of partr 
Superior Coach Corporation, Lima, 
oO. 


SELLING NEW HAVEN'S if 
WAR WORKERS 


The Journal-Courier goes into war Bur 
plants by the thousands daily — ce 
each copy read by many, and ane 
passed on from shift to shift — the 


each copy working 24 hours daily 


to bring you coverage of today's Rer 
best-spending customers cov 
100,000 readers daily! . 
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Quartet of Top 
Pedlar-Ryan-Lusk 
Men Withdrawing 


New York, May 11.— Four top 
executives of Pedlar, Ryan & Lusk, 
three of whom have been with the 
agency since its formation in 1925 
as Pedlar & Ryan, will terminate 
their connection with the agency 
in the near future. 

Lawrence L. Shenfield, Francis 
J. Doherty, Donald K. Clifford, all 
vice-presidents, and Arthur Cobb 
Jr., secretary and treasurer, are 
the principals involved. All ex- 
cept Mr. Clifford, who joined the 
agency 17 years ago, have been 
with the organization since its in- 
ception 19 years back. 

No general announcement of the 
quartet’s exit from the agency has 
been made and none of the execu- 
tives involved would comment, nor 
would they say anything about fu- 
ture plans. 


“Official Announcement Shortly” 


Asked whether a new agency 
was being planned, Mr. Shenfield 
would volunteer no information 
other than to confirm the fact that 
he and the three other executives 
were leaving the agency and that 
an Official statement: would be 
forthcoming shortly. 

Arthur E. McElfresh, another 
vice-president of Pedlar, Ryan & 
Lusk, who was with the agency 
for 12 years, left last month to be- 
come a vice-president of North 
American Rayon Corporation and 
American Bemberg Corporation. 

Louis G. Pedlar has been out 
of the business for a number of 
years. Earlier this year, when 
Robert E. Lusk left Colgate-Palm- 
olive-Peet Company, where he was 
vice-president in charge of adver- 
tising, merchandising and new 
product development, to join Ped- 
lar & Ryan as a vice-president, the 
agency added his name to its title, 
marking the first such change 
since it was founded. Thomas 
L. L. Ryan continues as president. 

The agency handles the follow- 
ing accounts: Borden Company 
(Borden’s ice cream, Reid’s ice 
cream); Bristol- Myers Company 
(Ipana tooth paste, Ingram’s shav- 
ing cream, Vitalis, Mum, D. D. 
toothbrush); Centaur Company 
Division of Sterling Drug (Z.B.T. 
baby powder); Peck & Peck 
(sportswear & tailored fashions) ; 
Procter & Gamble (Camay, Chip- 
so, Dash). 

Young & Rubicam handles radio 
for the Bristol-Myers account. 


GC&N Adds Two to Staff 


E. B. Bedford, on leave of ab- 
sence as advertising manager of 
Oneida, Ltd., Oneida, N. Y., on 
June 1 will join Geyer, Cornell & 
Newell, New York, to handle spe- 
cial marketing and media assign- 
ments. He will rejoin Oneida 
when the company reconverts to 
full production of its silverware 
after the war. John H. Sheldon, 
formerly with Hiram Walker, Inc., 
has joined the agency’s copy de- 
partment. 
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JACKSON — YOUR 
CLASS A MARKET 


Jackson is one of the select ‘'Class 
A Areas" in the United States with 
an excellent chance of retaining its 
wartime expansion after the war, ac- 
cording to a forecast by Dr. ie 
M. Hauser, assistant director, U. ; 


Bureau of the Census.* Mississippi's 
Capital City is also one of the na- 
tion's first six metropolitan centers 
expected to continue its growth in 
the postwar period. This is evidence 
of the stability of Jackson's 130-bil- 
lion dollar ‘'Double-Run'' Market. 
Remember, WSLI offers you effective 
coverage of this market—at less cost. 


*Modern Industry, March 15, 1944. 
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WEED & COMPANY 
NATIC AL REPRESENTATIVES 


Doris Lawton Added to 
‘AA’ New York Staff 


Doris Hillman Lawton, for the 
past five years assistant editor in 
the New York office of Broadcast- 
ing, and before that with Adver- 
tising & Selling, has joined the 
New York editorial staff of ApverR- 
TISING AGE as an associate editor. 


Sweet Named V. P. 

G. Frank Sweet, formerly man- 
ager of the Hartford office of 
Platt-Forbes, Inc., has been ap- 
pointed vice-president. 


Straub Launches 


Prune Juice Drive 


Chicago, May 9.—W. F. Straub 
& Co. on May 11 will start a sum- 
mer campaign in New Jersey and 
metropolitan New York news- 
papers and on WOR, New York, to 
promote Lake Shore Honey-Mel- 
lowed prune juice. 

Newspapers will be used in 
Manhattan, Long Island, Staten 
Island, Westchester, Brooklyn, and 
12 cities and towns in New Jersey, 


while the radio plan involves spot 
announcements twice weekly on 
Dr. Eddy’s Food Forum on WOR. 
J. R. Smith Sales Company, 
New York, is selling agent for the 
product in the East, and S. Duane 
Lyon, Inc., New York, is: the 
newly-appointed agency. 


Parrish Named Aide 


Lawrence J. Parrish, formerly 
executive ‘of the A. O. Smith Cor- 
poration, Milwaukee, has been ap- 
pointed executive assistant to C. 
president of Cluett- 


R. Palmer, 
Peabody & Co., New York. 


Bullard Names Chirurg 


Bullard Company, Bridgeport, 
Conn., manufacturer of machine 
tools, has appointed James Thomas 
Chirurg Company, Boston, to han- 
dle its advertising, effective June 1. 


For Signs of 
the Future 
Look to — 


SIGNS OF LONG LIFE 
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in full. 


$12.00 per issue! 


New York 7 


Chicago 


REPRESENTED 


“Seven pelts—four bushels of wheat—two bushels 
of corn—one barrel of whiskey—” 


The publisher of the Pittsburgh Gazette toted up 
the produce and another subscriber's bill was paid 


That's the way business was often done back in 
the frontier days. Money was very scarce. In 1808, 
for example, when the Gazette was already almost 
a quarter of a century old, records show that many 
subscribers were in arrears six, eight and ten years, 
and that revenue from advertising averaged only 


It’s a far cry from those early days to the news- 
paper business of today. Publishing a metropolitan 
daily—with its world-wide news coverage, its pic- 
tures, maps, editorials, and many features—is big 
business. Subscribers know they get a remarkable 


NATIONALLY 
Philadelphia 


BY 


. ° Boston ~ 


The Post-Gazette Published for Produce 


value. And advertisers know that people get most 
of their information from newspapers; that there- 
fore the newspaper is the best place to inform people 


of products and services, wa 
postwar plans. 


In the Pittsburgh market—the Post-Gazette is 


in a unique position. Because 


service to the community, it has built up a backlog, 
of reader-confidence and gqodwill that should be a 
deciding factor with all*prospective advertisers. 


rtime activities and 


of its 158 years of 
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POST-GAZETTE 


Founded 1786 
PAUL BLOCK AND ASSOCIATES 
Detroit . San Francisco ° Los Angeles . Portland 
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. ; ‘armer’ been named advertising manager | amount of advertising. The Farmer 

Koerber to ‘Union F wed of the National Union Farmer,|is the official paper of the Farm- 

L. W. Roy Koerber, former Den-| Denver, which recently announced |ers Educational and Cooperative 
ver advertising agency man, has|a new policy of accepting a limited | Union of America. 
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POWER alone isno basis for buying 
radio time. What good are a lot of 


people if they don’t listen? 


POPULARITY alone is no basis. 
Suppose it costs you 5 times as much 
to get twice as many listeners? 


COST alone is no yardstick either. 
If nobody listens it’s a waste of 


money. 


Intelligent advertisers look at ALL 


THREE. 


We've got the facts for Baltimore on 
all three of these vital factors. They 
prove that W-I-T-H delivers more 


listeners-per-dollar-spent! 


One of America’s biggest de-,™ore data on sale of the Blue Net. 
partment stores is readying plans | work, Niles Trammell, NBC pregj. 
|for an impressive promotiona | lent, brought out that radio has 
|drive playing up the nationally} benefited exceedingly by news. on 
» | branded goods it carries. It wil | orint shortages which have re. 
bear all the promotional costs it-|>ulted in many advertisers usin 
‘self, and will ask nothing from| radio who never used the medium Ne 
‘the manufacturers, but some | before. Gold 
|brands it would like to feature a “the 
won’t get a call, for the present} OPA point rationing procedure § Ye" 
jat least, because their merchan-| is now more closely attuned to ac. § Ve! 
dise is either awfully tight or] tual consumer supply and demang reac! 
completely unavailable. than ever before, thanks to a stg. § Jun¢ 
. “4 e og sore set up by one lead. oe 
aan . ; ing food manufacturer who sup. § &* 
Rumor listed Marshall Field,| pjies vital information on actual a 
publisher of the Chicago Sun, near store sales with a time lag of | Tr 
the top last week among prospec- than 48 hours Css M-G 
tive buyers of the Chicago Daily ‘ best 
News—provided that the executors > ae even 
of the Frank Knox estate are will- Boeing Aircraft Company has@ Will 
| ing to sell that attractive property.| acquired the Kenworthy Truck § eng@ 
But Mr. Field, appraised of the re-| Company, Seattle, and is studying § of 1 
port, wrote it off this way: “I| the market, through N. W. Ayer 4 § Hall, 
haven’t considered it at all.” Son, for radios and electrical ap. 1,000 
* * & pliances. Culv 
Radio people aren’t making any - recast x? 
bones about attributing their rec- For a long time there have been bs e 
ord earnings in great part tonews-|those who have insisted that a 
print shortages and space ration-| Coca-Cola Company is America’s ‘ ) 
ing. Example: When New York] largest advertiser, or very near it, a q 
papers drastically cut Paramount|It shows up well in tabulations as Lead 
Pictures in the space it wanted to] it is, but it would show a lot bet. 
exploit “The Hitler Gang,” the] ter if it were easier to get figure 
company bought $8,000 worth of|on the amount of money the com- Fu 
time on WJZ, key outlet of the| pany spends in interior and ex. the ; 
Blue Network, for one week. Sta-| terior store displays, dealer helps, will 
tion took occasion to announce this| outdoor, etc. Anyhow, current supp 
deal as the largest commercial|rumors are that the soft drink® Roa: 
order ever placed on one station|maker, whose ad bill is reported ora] 
by a single client for one week. to have risen from 11 to 14 million tyre 
Further, at the recent RCA| during the past three years, will seve 
stockholders’ meeting, when a/|shortly be crowding the 20 million and 
stockholder insisted on being given | mark. 7 sprei 
A 
shee 
a 2,50€ 
' y ae 5,006 
, a —. 4 will 
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A 
broa' 
: ili ike? Color Must be Good |: 
What 'll a 6-Million-Car Year be Like olor must be Goo the 
e Holl; 
: : will 
Every old car you see is another reason radios, furniture, rugs and countless other —- 
why Michigan will be one of the busiest, postwar needs. We are all highly critical of color because we see color all about — 
most prosperous of all states after the Booth Michigan Newspapers will break us every hour of the day, every day of the year. Realistic color 95 le 
war. Four 6-million-car years are expected, your postwar announcement copy fast, in POREr Sn. De SERRE et EC NNy Cee M- 
So and can turn customers away. anno 
simply to bring our national automobile seven out of eleven of Michigan’s largest tions 
registrations back to prewar level! Record- markets! Even today, you can promote We offer s pocentuse Gat gives you qrester conten) over quality a 
. h i" k k ith ini- of color photography reproduction. First, have Kodachromes ies 
breaking production and prosperity are these important key markets with a min made by your favorite color photographer. Second, order full news 
clearly indicated as soon as conversion is mum of schedule restrictions, color Chromart Prints from the Kodachromes you decide to use. eral 
M-G 
completed. These fine prints show you what you will get on paper before of M 
For more information on Booth Markets, ask you order plates and printing. We are expert in getting “all the 
Six-million-car years will mean payrolls Dan A, Carroll, 110 East 42nd Street, good” out of Kodachromes. After approval, send these prints to ~ 
such as Michigan has never known before your platemaker as artcopy instead of the Kodachromes, asking " 
& New York City 17 “ ge hag Sa ce M-G 
com im to make plates that match the prints color-for-color. c 
more money than ever to buy not only John E. Lutz, 435 N. Michigan Ave., P P he 
new cars but new refrigerators, stoves, Chieage ll Nearly all platemakers can reproduce a print far more closely chur 
than a transparency. Chromart Prints are priced from $44. him 
F p p F Investigate! — 
837 North Fairfax Avenue Hollywood 46, Cal. 
GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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Emits Record 
Promotional Roar 
on 20th Birthday 


New York, May 11.— Metro- 
Goldwyn-Mayer will proclaim 
“the lion’s share of hits for 20 
years,” in a two-month, 20th an- 
niversary campaign, which will 
reach its peak during the week of 
June 22-28, when every one of the 
nation’s 14,000 movie theaters is 
expected to have an M-G-M fea- 
ture, newsreel or short on its bill. 

The lion, of course, will be 
M-G-M’s Leo, who will outroar his 
best previous efforts to make the 
event known. The anniversary 
will be tied up with the premiere 
engagement of “The White Cliffs 
of Dover” at Radio City Music 
Hall, New York. This is the 
1,000th film produced at M-G-M’s 
Culver City studios. 

A series of 100-line teaser ad- 
vertisements in 129 key city news- 
papers will start the end of May 
or first week of June, leading up 
to quarter-page display insertions 
on “Twenty Years of Industry 
Leadership.” 


Huge Promotional Effort 


Full-page combination ads on 
the anniversary and “White Cliffs” 
will be published in 11 magazines, 
supplementing the regular “Lion’s 
Roar” insertion in a score of gen- 
eral and fan magazines, a “Pic- 
ture of the Month” column in 
seven large-circulation magazines, 
and a two-page combination 
spread in 14 fan magazines. 

A two-month showing of 24- 


f sheet outdoor posters will run on 


2,506 boards in 50 markets, and 
5,000 4-sheet and 2-sheet posters 
will appear on 5,000 Railway Ex- 
press trucks. 

A coast-to-coast anniversary 
broadcast, shortwaved to the 
armed forces, will originate from 
the studio’s largest sound stage in 
Hollywood. All of M-G-M’s stars 
will participate and the 4,750 
studio employes will attend. Radio 
spots ranging from 25-second 
chain breaks to special 15-minute 
news programs are scheduled for 
35 large cities starting June 1. 

M-G-M is running a four-page 
announcement in trade publica- 
tions and will follow this up with 
another insert “of substantial size.” 

Publicity includes stories and 
mat releases to several hundred 
newspapers, feature stories in gen- 
eral magazines, and a special 
M-G-M anniversary issue, in June, 
of Motion Picture Herald. 


Much Display Material 


An exhibitor who has played 
M-G-M pictures for 20 years will 
be chosen by the sales department 
for a trip to Hollywood. A bro- 
chure will be prepared showing 
him with executives and with 
“more stars than there are in 
heaven.” 

Display material for branch of- 
fices, salesmen and exhibitors in- 
cludes pennants, buttons, bumper 
strips, V-Mail letters, and scene 
stills of outstanding M-G-M pic- 
lures of the last 20 years. This 
list runs from King Vidor’s “The 
Big Parade,” which starred John 
Gilbert and Renee Adoree, in 1924, 
to “The White Cliffs,’ starring 
Irene Dunne and Alan Marshall. 

Hollywood’s biggest producer, 


and promoter, will list the names 
of 117 “stars of today” and 17 
‘Stars of tomorrow,” as well as 22 
—among them Clark Gable, Rob- 
ert Montgomery, James Stewart 
and Robert Taylor—in the armed 
orces. 

Howard Dietz, M-G-M’s promo- 
tonal impressario, won’t say how 
much all this will cost, but inti- 
mates plenty. Donahue & Coe is 
the agency. 


McC-E Gets Account: 
Names Two V.P.'s 


Philips Argentina S. A., distrib- 
Ulor of Philips radios in Latin 
America, has appointed McCann- 
Erickson, Buenos Aires, to han- 
~ its advertising in that coun- 
Daniel W. Keefe and John H. 
Tinker Jr., art directors of Mc- 
Cann-Erickson, New York, have 
veen named vice-presidents. 


Pfaff Joins Mogge 


William H. Pfaff, with the Triad 
Studios, St. Louis, for the past 13 
years, has been named assistant to 
the manager of the St. Louis 
branch office of Arthur R. Mogge, 
Inc., which has been moved to the 
—_—— building, 3615 Olive 

t. 


Balsam to Rickard 

George Balsam, formerly with 
O. S. Tyson & Co., New York, has 
joined the creative staff of Rickard 
& Co., New York agency. 


Urges Industries 
to Step Up Public 
Relation Plans 


Boston, May 9.—Small factories 
should establish public relations 
programs which not only sell the 
companies to the immediate neigh- 
borhoods but would in the long 
run enlist public support for man- 
agement’s case against too much 
government-in-business, the New 
England Newspaper Advertising 


Executives Association was told 
today by Charles H. Conland, na- 
tional advertising manager of the 
Hartford Courant, at its semi-an- 
nual meeting. 

Mr. Conland said that small 
manufacturers have “grossly over- 
looked” the possibilities for them- 
selves and their industries in pub- 
lic relations work. 

Other speakers were Harold 
Allen of the Reformer, Brattleboro. 
Vt., president of the association; 
Gordon Schonfarber of Gordon 
Schonfarber & Associates, Provi- 
dence, R. I., who urged greater 
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postwar activity in the retail field; 
S. George Little, special Treasury 
consultant who described plans for 
newspaper cooperation in the 5th 
War Loan drive, and Prof. Neil 
Borden of Harvard, who talked on 
a study he is making of national 
advertising in newspapers. 


Myler Heads Ad Club 


Joseph J. Myler, secretary- 
treasurer of Neisner Brothers, na- 
tional chain store system, has been 
elected president of the Rochester, 
N. Y., Advertising .Club. 


on the End of- a Stick 


"This war,” says a friend of ours who drove a tank overseas in World War I, 
"is going to be won eventually by the man with a knife on the end of a stick.” 


And so will the peace be won by the "G. I." boys who will do the jobs at 


retail. 


Li 


The management and men in the establishments of the car dealers and inde- 

endent service outfits will sell and service new and used cars—to the tune of 
Cillions of dollars’ worth of equipment, parts, accessories, supplies, etc.— 
which they will buy (through jobbers) from you. 


As a matter of fact, they are doing a very good job even now as the ever- 
increasing number of advertisers using MOTOR AGE will tell you. 


FIRST IN IMPORTANCE-—Car Dealers and Independents 


nae 


MOTOR Abt 


A 


CHILTON 
Publication 


Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 
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Appoints Greenfield 


PRIMARY 
COV ERAGE! 


Big league buyers of radio time 
have long recognized that state 
lines offer no barrier to the dis- 
tribution of nationally advertised 
merchandise. Being skilled at anal- 
ysis these men were quick to rec- 
ognize the advantage of buying 
WMT with the largest primary cov- 
erage of any station in Iowa at the 
lowest rate per radio family in 
the State. 


WMT's .5 Millivolt line is NOT 
limited to Iowa but includes por- 
tions of Minnesota, Wisconsin, IIli- 
nois and Missouri, too. WMT's 
greater coverage encompasses the 
cream of the nation’s ‘‘number-one”’ 
farm land, 75% of which is within 
250 miles of the center of Iowa. 


TOPS Any Other Iowa 
Radio Station In 


Wis. 
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regularly available to the huge audience 
it serves. It is also the only lowa sta- 


tion to present both major news serv- 
ices, both AP and UP. WMT’s LISTENER 
INFLUENCE is the kind that rings cash 


Proprietary Group 
to Hear Media Men 
on Ad Program 


New York, May 9.—Executives 
of four advertising media will 
make presentations before the 62nd 
annual convention of the Proprie- 
tary Association of America at 
Hotel Biltmore here May 15-16. 
A cooperative advertising program 
by the association will be acted on. 

William A. Thomson and Allen 
B. Sikes of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, will discuss the 
Continuing Study of Newspaper 
Reading. Frank Braucher and 
W. H. Mullen of Periodical Pub- 
lishers Association will make the 
magazine presentation, and J. Har- 
old Ryan and Lewis H. Avery, of 
the National Association of Broad- 
casters, the radio presentation. 

For business papers, Pauline 
Arnold of Market Reseach Cor- 
poration of America will give re- 
sults of an advertising survey of 
drug stores, and Stanley A. Knise- 
ley, Associated Business Papers, 
will summarize the conclusions. 
William Y. Preyer, Vick Chemical 
Company, chairman of the asso- 
ciation’s advertising advisory com- 
mittee, will preside at the ad- 
vertising clinic, on May 16. Adver- 
tising managers and agencies of 
drug companies are invited. 

Also planned are meetings of the 
scientific, veterinary and foreign 
trade sections. 

The association has just pub- 
lished a pamphlet, “Did You Say 
Patent Medicine?”, by Dr. Fred- 
erick J. Cullen, its executive vice- 
president, on the inaccuracy of the 
phrase “patent medicine.” 


Y&R Names V. P. 


Albert Greenfield, formerly ad- 
vertising manager of the Raygram 
Corporation, has been named a 
brand advertising manager of the 
Cresta Blanca Wine Company. 


Names Cairns Agency 


Valincot Garment Company, 
New York, manufacturer of cottop 
dresses, has appointed John 4 
Cairns & Co., New York, to handle 
its advertising. 


newspapers from 16 states. 
chasing of foodstuffs . . 
of foodstuffs! 


gether. 


Land) 32 million dollars worth of foodstuffs are produced 
annually, 9,000 extra acres are being planted to meet 1944 
food production goals. A rich market for today and tomor- 
row. The Daily Pantagraph—with 84% coverage of McLean 
County, 71% coverage of the Primary Trading Zone—stands 
first (in fact, alone) in the coverage of this desirable market. 


th In Grocery Advertising 
Among 106 Newspapers! 


Inland Press Association figures for 1943 show the Daily 
Pantagraph 8th in volume of grocery lineage among 106 
An active market in the pur. 
. A wealthy market in the production 
Buying power and production power go to- 
In McLean County alone—(the Heart of Pantagraph 


— 


LAND 


D \ 
WMT is the only CBS outlet ting 


registers. 


May we tell you more about it? Harry B. Carpenter, who joined 


Young & Rubicam in 1929 and has 
served in various executive capac- 
ities in both the New York and 
Chicago offices, has been elected a 
vice-president of the agency. Be- 
fore joining Y&R, he was adver- 
tising manager of Cannon Mills, 
New York. 


BASIC COLUMBIA NETWORK 
CEDAR RAPIDS 


000 Watts Day and Night »« 600 K 


A COWLES STATION 
WATERLOO 


Represented by the Katz Agency BLOOMINGTON, ILLINOIS 


Established 1846 


Gilman, Nicoll & Ruthman, 
New York @ Boston 


National Advertising Representatives 
@ Philadelphia @ Chicago @ Seattle @ San Francisco 
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—ecenmnemommmmeeees § @ A lot of incisive copy, packed with “sell,” already has 
tee been inspired by the strange but useful things that happen 

in high-vacuum. One of many examples: electronics. 
More such opportunities are in the offing. Manufacturers 


that the future expansion of processing in high-vacuull 
will be spectacular. And for today, consider how much tlt 
foods or pharmaceuticals you advertise might gain # 
usefulness by the addition of the superior vitamin concet} 8G) 


. - : P 1 COVer 
in a number of different lines are using the pumps, gauges _ trates which DPI distills in high-vacuum. he bes: 
and other high-vacuum equipment developed and made Get the facts. Come to DPI for the latest informatioq’ Hoo 

. ae 


by DPI. Past and present experience leads us to believe —_ about vitamin A, vitamin E, and high-vacuum equipme! 


Distillation Products, Inc. 
Proneering Wigh- Vacuum Research 


755 Ridge Road West, Rochester 13, New York 


= “Headquarters jor Out-Soluble-Vitamins and High Vacuum Equipment’ | ™ 
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GF Introduces 
New Raisin Bran 
in Greater N. Y. 


New York, May 9.—General 
Foods Corporation invaded the 
highly competitive cereal field with 
still another cereal product, Post’s 
Raisin Bran, and broke last week 
with 1,000-line ads in metropolitan 
New York dailies to introduce the 
newest item in its long list of 
staple food products. 

An introductory two-cent offer 
highlights the copy, which is cap- 
tioned “New! A magic combina- 
tion of bran flakes with raisins for 
only 2c.” Illustration shows a girl 


NEW!.... Pe 
POST’S RAISIN BRAN! 


dticetuckesladee tilt 
POSTS RAISIN BRANT ett re tee ter rene othe lat 


—a 


99), POSTS RAISIN BRAN a 
. —> 


holding a box of Grape-Nuts 
Flakes in one hand and a box of 
Raisin Bran in the other. “When 
you buy Grape-Nuts Flakes . 
you get this tempting new cereal, 
Post’s Raisin Bran for only 2c,” the 
advertisement says. 

Although advertising of Grape- 
Nuts Flakes is handled by Young 
& Rubicam, the Raisin Bran ad 
was placed by Benton & Bowles, 
which apparently has been named 
to handle the latter product. How- 
ever, neither the agency nor Gen- 
eral Foods would offer any com- 
ment on the campaign. 


Ramsdell to Arndt 


Lee Ramsdell Jr., former adver- 
tising manager, National Drug 
Company, Philadelphia, has been 
appointed director of the new drug 
products division of John Falkner 
Arndt & Co., Philadelphia agency, 
where he will also handle the Na- 
tional Drug account. Mr. Ramsdell 
has for many years been active in 
the advertising and marketing end 
of the pharmaceutical industry, 
having been associated in the past 
with Hoffmann-LaRoche, Nutley, 
N. J., White Laboratories, Newark, 
N. J., and with several New York 
advertising agencies. 


orden Joins FC4&B 


Howard Worden, formerly of 
oung & Rubicam, has joined the 
xecutive staff of Foote, Cone & 
Iding, New York. 


o§ VSGN is tops 
! Coverage ; has 
He best morn- 


Alabama time. 
There you have 
spot dominance 
where income is 
at a new high! 


DOMINANCE 


In Alabama 


WSGN 


The News-Age Herald Station 
Call HEADLEY-REED 


salable 


Two N. Y. Evening Papers 
Raise to Five Cents 


The New York Sun and World- 
Telegram last week increased their 
price from three to five cents in 
New York City. Two other eve- 
ning papers, Journal-American and 
Post, have been five cents for some 
time, and PM has had that price 
since its inception. 

The Herald Tribune and Times 
continue at three cents and the 
two morning tabloids, Mirror and 
News, at two cents. 


Five Oil Groups 
Start Campaigns 
for Conservation 


New York, May 10.—All of the 
five regional districts of the Petro- 
leum Industry War Council will 
run this month a series of adver- 
tisements prepared by McCann- 
Erickson, Inc., to promote conser- 
vation. 

Fifty oil companies in District 1 


(the Atlantic Seaboard states) are 
paying for a campaign in 100 Sun- 
day newspapers and 18 trade pub- 
lications and 65 companies are 
aiding a campaign for District 2 in 
more than 100 newspapers in the 
Middlewest. Some 200 southwest- 
ern newspapers are being sched- 
uled by District 3. 

Plans for Districts 4 and 5, in 
the Rocky Mountain and Pacific 
Coast areas, have not been an- 
nounced. 

Meetings on the program have 
been held with sales personnel of 
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the various companies in New 
York, Chicago and Atlanta to mer- 
chandise the conservation program. 


Cobb Elected V. P. 


Willard H. Cobb has. been 
elected a vice-president and a 
member of the executive commit- 
tee of the United States Rubber 
Company. He was general man- 
ager of the mechanical goods, 
general products and lastex yarn 
and rubber thread divisions. He 
joined the company as a salesman 
in 1914. ’ 
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Typical Naborhood Shopping Cent 
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where America buys 98% of its food and 85% of its drug products 
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for your consumer advertising 


Here’s the place where they say “yes” or “‘no”’ to your product 
—the most important place in all retailing. Yet 9 out of 10 
advertising campaigns are weakest in this spot. 


@ Here’s where continued super-market popularity, in- 
creased self-service in independents and the problems of 
substitution and switching call for more intensive consumer 
advertising. 


@ People easily forget what you told them last night, last 
week or last month. And many of them are not reached at 
all by any of the usual media. 


@ Criterion, the consumer medium of the shopping centers, 
is an answer to these problems. It’s the one major medium 
that works where most other advertising does not penetrate. 
It gives you full color-page advertising on the busiest corners 


of each naborhood shopping center. 


@ Criterion is the only major medium that covers the nabor- 
hood retail shopping centers. 


CRITERION SERVICE 


NEW YORK BOSTON 


: gl 
Perey 3 


@ Criterion is a built-to-order service. There are no “‘set”’ 
showings; no need to cover market sections that are unprofit- 
able. You pick the cities and the naborhoods. We do the rest. 


@ You are sure of consumer attention with Criterion —each 
panel is 8 feet high by 4 feet wide. You get continuous con- 
sumer interest with Criterion for copy is changed every 30 
days. 


@ There's sound reason for the big swing to Criterion. Here 
are some of the names you will find on Criterion panels 
across the country—PILLSBURY FLOUR, SHREDDED 
RALSTON, RY-KRISP, HEINZ 57 VARIETIES, WRIG- 
LEY’'S GUM, BOND BREAD, SWAN SOAP, KRE-MEL 
DESSERT, WARD'S BREAD, CAMELS, PRINCE ALBERT, 
MILLER HIGH LIFE BEER, WHEATIES. 


@ Remember, all advertising reaches people but Criterion 


reaches shopping people. 

The first step 
Mn ANY Consume 
CHICAGO : 
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Pillsbury Plans 
New Paper-Saving 
Flour Package 


New York, May 9.—A new pan- 
cake flour package, backed by a 
nationwide sales campaign and in- 
creased advertising in newspapers, 
magazines and radio to celebrate 
the company’s 75th anniversary, 
was described by Alec Parsons, 
vice-president of Pillsbury Flour 
Mills Company, Minneapolis, at a 
sales meeting here last week. 

The new package, Mr. Parsons 
said, will permit a paper saving of 
12%. Plans to save an even 
greater amount of pulp used in 
making corrugated packing cases 

Increase read- 


FR EE! ership of 


ads with LIFE-like EYE* 
CATCHER photos. Nothin 
like them anywhere. Use 
by biggest advertisers. 300 
new ~ jects — Mat 
or lossy print plan 
oan. Wate for new 
FREE proofs No. 101. No 
obligations. EYE*CATCH- 
ERS, Inc., 10 E. 38th St., 
New York 16. 


for the flour industry were drawn 
up in March at a Washington, 
D. C., meeting. This paper-saving 
proposal, however, did not include 
boxes for such special flours as 
pancake mixes. 

Plans for the 75th anniversary 
and diamond jubilee of the com- 
pany also were outlined previously 
at a Minneapolis meeting of ex- 
ecutives and sales representatives. 
Pillsbury will have completed 75 
years of flour milling on June 4 
this year. 

The company recently expanded 
its home service department, ap- 
pointing Ellen Pennell, nationally 
known in the home economics 
field, as director. Until recently 
she served in a similar capacity 
with National Biscuit Company, 
New York, where she also was a 
member of the advertising depart- 
ment, and prior to that was with 
Meredith Publishing Company, 
Des Moines, and Country Gentle- 
man, 

The company, according to H. 


$5| W. Files, vice-president in charge 


of sales and advertising, believes 
that under the impact of war- 
created social and economic 
changes, women will require new 


services and new understanding 
in readjusting to postwar civilian 
life. Just what new services the 
company’s home service depart- 
ment will furnish, or how they 
will be merchandised to tomor- 
row’s homemakers, is impossible 
to specify now, he said. 


‘Essentiality,’ Theme 
of June Dairy Month 


In contrast to the highly special- 
ized sales and promotion cam- 
paigns of previous years, June 
Dairy Month will be observed this 
year with an extensive publicity 
program stressing the “essential- 
ity” of the industry and its prod- 
ucts. 

Spearheading the drive will be 
the National Dairy Council, Chi- 
cago. Through cooperating or- 
ganizations, as well as hundreds 
of individual dealers, processors 
and producers, promotional mate- 
rial will be distributed to impress 
upon the public the importance of 
dairy products in the all-out war 
effort, to explain why dairy foods 
are not always available, and to 
encourage production of dairy 
products. 


An experienced telephone operator handles calls quickly and 
accurately... habit enables her to make and break 
connections almost automatically, 


In Southern New England, habit exerts a pow- 
erful influence on radio listening. After more 
than 19 years, the people of this area have come 
to depend so much on WTIC for fine radio en- 
tertainment that they tune to this station’s wave 


length as a matter of course. 


This habitual listening is of supreme impor- 
tance to you national advertisers for it guaran- 
tees a constant and attentive audience for your 


and trust. . 
of WTIC. 


sales message. Coupled with this distinct advan- 
tage is the fact that WTIC’s listeners possess a 
buying income 60% in excess of the national 
average. That means that they’re able to BUY 
what you have to SELL. 


SELL them through the medium they respect 
. the powerful and friendly voice 


IN SOUTHERN NEW ENGLAND 
PEOPLE ARE IN THE Habit OF LISTENING TO WTIC 


Advertising Age, May 


Arthur H. Ogle, one-time ad. mgr. of Bauer & Black, is back jp 
the hotel business. Mr. Ogle, who formerly ran a Florida hotel, 
has been appointed gen. mgr. of the Wade Park Manor, Cleve. 
land. . . Florence Gardner, who celebrates her “first quarter cen. 
tury” with the San Francisco adclub next June 7, will be feted on 
that day by the entire membership. The luncheon will be one of 
the few she won’t have to arrange in every detail. Miss Gardner, 
who started her business career with Leslie’s Weekly in New York, 
went to San Francisco in 1915, becoming executive secretary of 
the adclub in 1919... 

Bill Walbaum, one of the veterans of World War II, and a member 
of Art Meyerhoff’s agency, Chicago, has no fear of bad omens. He’s 
going to be 
married on May 
13. . . Norman 
Rose, erstwhile 
ad manager of 
the Christian 
Science Monitor, 
was in Chicago 
last week. Mr. 
Rose wearied of 
his voluntary 
retirement, and 
is back in har- 
ness — this time 
with a New 
York company. 

Electric Auto- 
Lite Company 
served as host 
to the April 
meeting of the 
Toledo In- 
dustrial Adver- 
tisers, taking 
the group to an audition room at WSPD to hear the Auto-Lite 
Ronald Colman Show, and then Herb Bissell, ad mgr., and A. A, 
Ballantyne and J. E. Gillespie of his dept., outlined Electric Auto- 
Lite ad plans... 

Craig Lawrence, sales mgr. of the Cowles radio stations, is a man 
of many pipes, yet sometimes doesn’t smoke all day. He’s got 18 
assorted specimens in a huge pipe rack on his Des Moines office 
desk, and others at home... 

Fifty-five years ago C. A. French, of the Holland Sentinel, Holland, 
Mich., served as secy. at the 3d annual convention of ANPA which 
was held at the Hoffmann House in N. Y. The date was Feb. 13, 
1889. 
made on the floor of the greetings sent to the old-timer through 
ANPA’s Cranston Williams. . . 

Philip T. Rich, pres.-publisher of the News, Midland, Mich, 


on 


EDGEWATER BEACH IN PACIFIC—Maj. John J. Dewey, 
chief executive officer of the Fifth Bombardment Group 
in the Pacific, occupies a hut which is designated as the 
Edgewater Beach Annex and is decorated with a repro. 
duction of the Edgewater Beach Hotel, Chicago, of which 
the major's father, W. M. Dewey, is president. The pic. 
ture of the hotel was reproduced by a soldier from an 
Ivory soap wrapper used by the hotel. 


brought his wife along to the convention and was congratulated on & 


all sides on his 25th wedding anniversary. .. The National Newspaper 
Promotion Assn., which wound up its session with its own private 
banquet, also wound up by singing Happy Birthday to You, to Lee 
Tracy, promotion head for the New York Mirror, even though he 
won’t be 44 until May 22... 

Paul S. Ellison, dir. of advertising and sales pro. for Sylvania 
Electric Products, has been named chmn. of the St. Lawrence U. 
Alumni Fund for 1944. He’s also coordinator and campaign mgr. of 
the 1944 American Red Cross Fund through the War Ad Council... 


SURPRISE—Betty Lou Wise is surprise guest of honor at the New York testi 
monial dinner for her dad, Harold A. Wise; ad director of Macfadden Publics 
tions, on the occasion of his 25th anniversary with the company, at the Hote 


Biltmore recently. On the left is True Story editor Henry Lieferant. O. J 


Elder, Macfadden president, is at the right. 


What’s in a name? Plenty! W. J. Loveman, associate art directo! 
at Geyer, Cornell & Newell, New York, wooed and won. On May 20, 
he’ll take for his wife one Angela Wandor. . . At the luncheon 
the Astor Hotel at the 54th annual meeting of the Outdoor Adver 
tising Assn. of N. Y., Jack Brennan, asst. to the president of Out 
door Advertising, Inc., told of an affair he attended in Texas whee 
the guests ate armadillo. Fred Hamm, New York manager of Get 
eral Outdoor Advertising, wanted a complete description of what! 
is, saying he ate octopus, rattlesnake, snails, but never armadillo. -- 
Speaking of the Montgomery Ward affair, Kerwin Fulton think 
Sewell Avery shouldn’t have looked so contented being carried ov! 
by the soldiers. . . 

Mrs. Edwin T. Meredith, wife of the late publisher-founder # 
the Meredith Publishing Co., Des Moines, has made a $100,000 gift 
to Drake U. to erect a new journalism building; it will be know? 
as the Edwin T. Meredith hall. . . Brent Bozell, son of Leo Borel 
of Bozell & Jacobs, Omaha agency, won the $4,000 college scholat 
ship given. by the Nat’l Assn. of Manufacturers in the finals of tht 
American Legion oratorical contest at Kemper Military School, 
Boonville, Mo. . . Mrs. Betsy Talbot Blackwell, editor-in-chief # 
Mademoiselle, was honored guest at a luncheon co-sponsored by thé 
San Francisco Fashion Group and Chamber of Commerce. . 


In his absence at the 58th convention, announcement was 
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BPertising Age, May 15, 1944 
OWI in Drive to 
Prevent Rise in 
Farm Land Prices 


; back in 
da hotel, § washington, D. C., May 9.—The 
", Cleve. § pwr announced today that adver- 
rter cen- Bi tisers will be asked to cooperate in 
feted on § an emergency economic stabiliza- 
Ye One of § tion program in rural areas to as- 
Gardner, §sist in heading off an inflationary 
ew York. boom in farm land prices, which 
> Bhave spiraled as much as 50% in 

retary of 

some states. , 

Prepared in the form of special 
| Member § war bond appeals, the advertising 
ens. He’s § wij] seek to eliminate dangerous 


dollars now in the hands of farm- 
ers by selling the idea of saving 
for postwar needs. 

Now in preparation, the cam- 
paign will operate in cooperation 
with the War Advertising Council 
and will involve consumer durable 
goods and farm equipment manu- 
facturers, building supply houses, 
panks and others. 

In arranging copy for the cam- 
paign, OWI has taken in account 
the fact that the farmer is a par- 
ticularly difficult person to ap- 
proach On economic stabilization. 
While he is interested in prevent- 
ing inflation he is constantly con- 
cerned about the price of his own 
products. ‘ 
Two important approaches will 
be used in the campaign: 1. “A 
higher over-all level of farm 
prices would almost certainly lead 
to a spiral-like rise in prices from 
t. The pic Bwhich the farmer and everyone 
ier from an else would lose in the end”; 2. 
al. The farmer should have his un- 
precedentedly large wartime in- 


so: 


n J. Dewey, 
nent Group 
ated as the 
th a repro- 
jo, of which 


Auto-Lite Biome as a reserve for postwar 

and A. A. Bneeds. 

tric Auto @ Advertisers will be asked to 
pint out particularly that re- 

is a man Mperves will be necessary for re- 

e’s got 1§ @pacing farm machinery, repairing 

; fi buildings, improvements on the 

ines OMICé Harm, and protection against lean 
ars. 

1, Holland, fF a: 

sae eneral Electric 

ment wagadvances Merrihue 

r through § Willard V. Merrihue, formerly 
pssistant to. the manager of the ap- 

nd, Mich, @@tatus publicity division of Gen- 


eral Electric 
ompany, 
Schenectady, N. 
» has been 
amed manager 


tulated on 
Newspaper 
wn private 
‘ou, to Lee 


though he fpf the advertis- 

g and sa Py s 

i, promotion i- 

Bow he: sions of the 

| ,;@ompany’s ap- 

ign mer. of Baratus depart- 
Council. .. nent. 


With General 
lectric since 
925, Mr. Mer- 
ihue in 1933 received a Charles 
A. Coffin Foundation award of the 
ompany for “initiative, ingenuity 
nd perseverance in devising a 
few and unusual sales plan.” 


SUN Joins CBS 

Station KSUN, Bisbee, Ariz., has 
ecome an affiliate of CBS as part 
{the Arizona group, which com- 
rises KOY, Phoenix, and KTUC, 
uson. The rate for the new 
ree-station Arizona group will 
tthe same as it was for the two- 
ation group, $140 per nighttime 
ur. The addition of KSUN 
rings to 140 the total of CBS 


W. V. Merrihue 


ww York testi 
dden Publica 


at the Hote! #™erican affiliates. 

erant. O./ 

art aire) WANTED 
On May #2 INDUSTRIAL WRITERS 
luncheon 

joor Advel-§ Our expanding service to industry 


. = 2d trade editors requires two more 
ent of Out a men accustomed to writing ad- 


\ whete & Yertising or articles on a variety of 
/exas Gen- industrial subjects. Require ability to 
ger of ‘tke facts supplied by our research 
n of what I'§ ¢ organize those pertinent to a 
ill bolt topic in clear, simple, concise 
irmadil a 2 _. A dash of hemes wader. 
inks @nding and imagination w elp. 

alton th out Plenty of interesting work on hand. 
carried ure practically unlimited. Remun- 
sation to match abi ’ [Regenat 

vironment, notably lacking in “hig 

-founder o! Pressure." Age 30 to 55 preferred. 
$100,000 gift Draft exempt required. Apply in 


writing only facts 


ll be know! & about“ yourself giving essentia 


and experience. Keep 


> Leo Borel r+ aie until called for interview. 
ege ar , Seutary 

finals of te 

ary School GEORGE S. MAY 
--in-chief of BUSINESS FOUNDATION 
sored by the 111 S. Dearborn Street 

rce Chicago 3, Illinois 


Census Booklet 
Shows Uses of 
Farm Market Data 


Washington, D. C., May 9.—The 
232 questions which the Bureau of 
the Census asked farmers in 1940, 
covering crops and other aspects of 
their business, can provide useful 
information for the marketing man 
interested in selling in rural areas, 
a new Census Bureau report points 
out. 

Reproducing part of the “Agri- 
culture Yearbook,” the bureau 
has prepared, under supervision of 
Zellmer R. Pettet, its chief statis- 
tician for agriculture, a booklet il- 
lustrating the uses which publica- 
tions, trade associations and mer- 


chants have already made of the 
1940 figures. 

Among the 232 questions which 
farmers were asked to answer, 
more than 100 dealt with farm 


production, frequently revealing 
the need for special types of 
equipment. From these questions 


and others, it was pointed out, 
marketing men can determine 
sales areas, sales quotas, farm in- 
come, sales potential for machin- 
ery, household appliances and 
hardware, and advertising men 
can determine the most profitable 
areas in which to operate. 


Demonstrate Uses 


Among the examples presented 
in the book, is the story of a local 
anthracite dealer who used the fig- 
ures on the number of brooders in 
his community to check the 
amount of coal that could be sold. 


Rank releases, showing the 50 to 
100 leading farm counties, are 
most popular with marketing men 
since they show the top-rate ter- 
ritories of the farm market. Also 
available are gross income figures, 
important in showing the amount 
of money available in the farm 
community. 

Trade associations use the cen- 
sus figures to make business fore- 
casts, and indicate trade opportu- 
nities. The booklet contains a 
number of promotion pieces made 
up by Successful Farming from the 
census reports. 

By using statistics from the 
census, the magazine demon- 
strated that Successful Farming 
subscribers ranked above the na- 
tional average in such important 
details as income from sale of live- 
stock and ownership of farm ma- 
chinery. 
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Owens-Illinois Names 
Walker, Robertson 


E. J. Walker, assistant manager 
of the prescription ware division, 
Owens-Illinois Glass Company, 
Toledo, O., has been named acting 
manager of the division, succeed- 
ing for the “duration” C. J. Kiger 
who has joined the Navy as a lieu- 
tenant (jg).. 

W. M. Robertson, with the 
Owens-Illinois sales organization 
for more than 20 years, has been 
named acting sales manager of the 
company’s pharmaceutical and 
proprietary sales division, replac- 
ing Eugene F. Bertrand,.who has 
been granted a leave of absence to 
serve on a special assignment with 
the WPB controlled materials plan 
division for the next several 
months. 
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* BASIC STATION... COLUMBIA BROADCASTING SYSTEM 
G. A. Richards, Pres., John F. Patt, Vice Pres. & Gen. Mgr. 
Edward Petry & Co., National Representative 
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Reingold to Schenley 


Harold I. Reingold, with the 
Biow Company, New York, for the 
past nine months as an account 
executive on Schenley blends, has 
joined Schenley Distillers Cor- 
poration as assistant director of 
advertising, sales promotion and 
merchandising, under Seymour D. 
Hesse, advertising director. Mr. 
Reingold served as advertising 
manager for nine years with Ben 
Burke, Inc., on the Old Mr. Boston 
blend of whisky. 


BURTON 


Super Marketers 
to Discuss Food 
Retailing Plans 


Chicago, May 9.—Problems of 
retail food distribution that affect 
the entire nation will be aired at 
the eighth annual conference of 
the Super Market Institute at the 
Hotel Sherman here June 18 to 21. 
Among speakers will be Walter 
Straub, director of the OPA food 
rationing division, and Jean Car- 
roll, director of the OPA’s price 
division. 

Other leaders in the food indus- 
fry will discuss problems of dis- 
tribution, pricing, manpower, and 
methods of combating “black mar- 
kets.” Business part of the meet- 
ings will include public discussion 
of various problems as well as 
closed panel meetings of sectional 
groups. Specific questions on man- 
agement will be offered for open 
forum consideration, and postwar 
planning will be given an ample 
share of the program. 

The super market industry, it is 
said, represents over 10,000 mass 
distribution outlets having a com- 


bined annual volume of about 
$3,500,000,000, or one-quarter of 
the country’s total food sales. 
Sales increase in dollars for the 
year 1943 over 1942 was 3.7% as 
compared to a 1942 increase of 
27.7% over 1941. 


Ads Urge ‘Presenteeism’ 


A series of newspaper adver- 
tisements promoting ‘“presentee- 
ism” among war workers has been 
prepared by the Howard Swing 
Advertising Agency, Marion, O., 
for the Lima, O., Emergency Com- 
mittee, an organization composed 
of representatives of 23 Lima 
WMC area industries, organized 
labor and the public. Notable is 
the absence of the word, “ab- 
senteeism,” in all advertising and 
publicity material. 


Names Cocktield, Brown 


Cockfield, Brown & Co., Mon- 
treal, has been named to handle 
the advertising of the Continental 
Can Company of Canada, Mon- 
treal. Joseph R. Foster, formerly 
advertising manager of Courtaulds 
(Canada) Ltd., Montreal, has been 
named an account executive of the 
agency. 


Procress in the farm South has been so 
notable in last few climactic years that it is 
almost literally true to say that it is tomorrow 


to-day down here. 


Crop returns and land values are up . . . way 
up. But much more important, the vision of 
the people is broader, more forward looking. 
There is new thinking down here . . 
viewpoints .. . new objectives. And these spell 


true progress. 


Here in the forward-looking South this for- 


Is read by 2 out 

of every 5 white 

farm families in 
the South. 


ward-looking farm paper is part and parcel of 
rural progress. Southern Agriculturist, friend 
and counsellor to Southern farmers for 75 


years, is nearly as vital to the farmer as his 


»- hew 


broad and fertile acres. 


Manufacturers of anything that makes for 
better living—and their advertising agencies— 
will find Southern Agriculturist a more pro- 
ductive medium. It reaches nearly a million 


white farm families, intimately and co-operat- 
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Grant Urges Mass Selling 


for Postwar Prosperity 


Asks Group Sales 
to Keep Enlarged 
Plants Operating 


New York, May 9.—When pent- 
up demand has been met, in the 
first two or three years after the 
war, mass selling should be de- 
veloped to keep the nation’s en- 
larged  indus- 
trial machine 
operating at full 
capacity, said 
Richard H. 
Grant, who re- 
cently retired as 
vice - president 
in charge of 
sales of Gen- 
eral Motors 
Corporation, in 
an interview 
with ADVERTIS- 
ING AGE. 

“In addition 
to selling people 
individually,” he explained, “we 
must find ways to sell them in 
groups. This calls for showman- 
ship as well as salesmanship.” 

Although sales and advertising 
techniques have been greatly im- 
proved and expanded in the 40 
years since young Dick Grant first 
tackled a prospect, with National 
Cash Register Company, these 
have been concerned mainly with 
multiplying the number and ef- 
fectiveness of impressions on in- 
dividuals. The opportunities of 
getting groups sold, all at once, 
are still largely unexplored, he 
maintains. 


Auto Shows Helped 


The annual automobile shows 
were a step in this direction, Mr. 
Grant said. So was the General 
Motors Caravan, which toured the 
country several years ago. “But 
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while the Caravan saturated q § natu 
town while it was there,” he § will 
pointed out, “it moved too slowly, 
“Under Bill Holler’s direction 
Chevrolet introduced a form off “A 
mass selling by demonstrations § mas: 
through various devices. Wef row 
started a series of motion picture § than 
meetings with groups of 25 to 1, § tion 
000 people. These meetings were § will 
intended to develop future Sales, § jobs, 
but we had no tangible way of § But 
checking results. They were ex. prim 
pensive, and we stopped them af. “) 
ter a couple of -years. mad 
“We were, however, on the trai] § wort 
of something. I believe that such & peop 
meetings should be conducted con. Bing : 
sistently over a period of 10 years, § pect 
even though at the start the costs § wipe 
seem too high. They will enter. § meet 
tain and educate, and they wil] §him 
really help us to create mass sel]. § offer 
ing to put our enormous mass pro-§ “T 
duction facilities to work. factu 
“Good showmanship and sales-§more 
manship will be needed at the Stor c: 
meetings, of course, but the pic. § ‘sales 
tures will do most of the work § they 
We must hire good writers and di- B tent, 
rectors for them.” I 
Sales Go Up Quickly 


When Dick Grant moved from 
Delco-Light to Chevrolet, in 1924 
he proceeded to boost the sales of 
that company in three years from 
an annual basis of 250,000 to 
more than 13000,000 cars. Since 
then, as the Sales Executives Clug. 
of New York pointed out at a re 
cent testimonial dinner to him, he 
has directed the sale of “more bil- 
lions of dollars worth of merchan- 
dise than any other living man,” 
In the last decade his annual sal- 
ary has always run into six fig- 
ures. 

“After the war,” he told AA 
“we shall need good salesmanship 
probably more than in any other 


Reason No. 1 


is the breakdown: 


526 read the SUN 


Why they call the 


POST New York’s 
YOUTH-paper... 


Fact Finders (famed research 
organization) stopped 9422 
department store shoppers in 
an extensive survey of this key market. 


2970 of them (31.5%) were under 35 years—read one 
of New York's four major evening newspapers. Here 


741 read the POST .... 25.0%...... 14.0% 
cocce Boer eBecccss Ae 
853 read the WO.-TELE. 28.7%...... 26.5% 
850 read the JO.-AMER. 


Where else can you reach so many people with so much 
money to spend for so low a rate? 


Write for the complete Fact Finders "Re- 
port to You" FREE on request. 


New York Post 


75 WEST ST. © NEW YORK 6, N. Y. 


MARY McCLUNG, Advertising Director @ ED KENNELLY, National Advertising Manager 


% EVE. READERS % TOTAL EVE. 
UNDER 35 PAPER RATE 


28.6%...... 34.3% 
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era in American history. Sales- 
manship must keep employed—to 
a reasonable extent—not only the 
war-expanded manufacturing fa- 
cilities but the war-trained man- 

wer and womanpower. We must 
develop greater outlets for our 


ds. 
oo Part of this will come from 


d a. Te ce of it 
tural demand, e rest of i 
7 . will have to be created. 

slowly, No Great Change 

rection, 

orm of “Aside from the development of 
trations § mass selling, salesmanship tomor- 


Wel row will not be much different 


picture § than it has been. Many produc- 
5 to 1-@ tion and engineering men, who 
gs were & will not be needed in their present 
e sales § jobs, will be attracted to selling. 
way of @ But people will continue to be sold 
ere ex. primarily on an emotional basis. 
hem af- “Most people have their minds 
made up before they buy. A 
the trai] worthwhile product, plus what 
nat such @ people say about it, plus advertis- 
ted con- Bing and publicity, brings the pros- 
10 years,™ pect in. The salesman’s job is to 
the costs wipe out the prospect’s doubts and 
ll enter-™ meet his objections and to make 
hey will#him feel that the price or ‘deal’ 
ass sell. Moffered is to his advantage. 
iass pro-™ “The products of many manu- 
facturers, I think, will be even 
1d sales-™more worthwhile tomorrow. Mo- 
| at the®tor cars, for example, will be more 
the pic-§‘sales-engineered.’ We'll know 
ne work.@they are wanted, and to what ex- 
s and di-#tent, before they are built. 


Expects Stronger Dealers 


“The dealers who sell them will 

be stronger, more alert and more 
resourceful. Dealers representing 
approximately 86% of the 1941 
dealer organization and handling 
an equivalent of 93% of the cor- 
poration’s 1941 passenger car and 
truck volume are actively carry- 
ing on their businesses at the pres- 
ent time. In other words, those 
ost were mostly smaller dealers, 
ith less capital investment. 
“The dealers who continue have 
et the difficult problems of war. 
hey will help to keep the fac- 
ories going to meet the difficult 
problems of peace. 

“Principles which we have ap- 
plied at General Motors may be 
elpful in stimulating the sales ef- 
orts of other companies. One of 
hese is that the territory of each 
fealer, agent or representative 
hould be created to enable him 
omake a good living. The sales 
anager should set up a business 
anagement department for the 
ole purpose of helping the repre- 
entatives to make money. 


Should Solve Problem 


“Territories are easier to define 
the automobile business, where 
herchants represent us exclu- 
ively, but I realize the task is dif- 
cult in many businesses where a 


ly 


ved from 
, in 1924, 
e sales of 
pars from 
50,000 to 
‘s. Since 
ives Club 
t at are 
o him, he 
‘more bil- 
merchan- 
ing man.” 
nnual sal- 
o six fig- 


told AA 
esmanshi) 
any other 


intial 


de product is only one of hundreds 
andled in the store. But this 
roblem should be solved. 

ech “Another principle is that your 
epresentatives must know how to 

422 emonstrate your goods. This, I 

: te ‘lieve, is one of the great weak- 
esses of the selling forces of 

erica, 

‘In a large organization the 
one ples promotion and advertising 
| ctions should be handled sep- 
ere ately. The function of sales 

motion is to educate your own 

‘ople and to stimulate the sell- 
EVE. force. The function of adver- 
ATE Ing, in educating millions of 
0% ple, is to provide the basis for 
2% 48s selling. Business manage- 
5% 

3% 

nuch 
’ cues. 
poms 

"Re- 

a 

| 

Y. 

PDF Flint says his brother 
tising Manaset WP" the state highway commis- 
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ment, I think, does not yet ap- 
preciate the fact that advertising 
budgets should be regarded not as 
expenditures but as investments. 

“The sales manager must be the 
champion in the organization of 
the salesmen and the dealers. He 
must be the kind of man who will 
stimulate loyalty, response and re- 
sults. 

“Postwar planning in any or- 
ganization should include such 
factors as the size of the sales 
force and the size of the adver- 
tising appropriation. We cannot 
have full employment unless each 
company starts working on plans 
to consume what we produce. 
Salesmen will be important after 
the war. Prosperity tomorrow 
must be sold.” 


Two Join Farson, Huff 

M. O. Sheldon, formerly with 
Collins, Miller & Hutchings, Chi- 
cago photo engraver, has been 
named production manager of Far- 
son & Huff, Louisville, Ky., agency, 
and C. C. Loveless, formerly with 
Crowe Mfg. Company, Chicago, 
has been named to the agency’s 
copy staff. 


Dabney in New Post 

Charles O. Dabney, sales serv- 
ice manager of Station WBBM, 
Chicago, has joined the station’s 
sales department as an account ex- 
ecutive. Dorothy DeMuth, for- 
merly his assistant, has been 
named to succeed him as sales 
service manager. 


Two Appoint Ross; 


Faulhaber Returns 

Ross Advertising Service, St. 
Louis, has been named to handle 
the accounts of the Denison Motor 
Company, Oklahoma City, Dodge 
and Plymouth distributor for Ok- 
lahoma and the Texas Panhandle; 
and the Radco Company, St. Louis, 
sales engineer promoting postwar 
passenger and express aviation 
service in southern Illinois and 
Missouri. Radio, outdoor and di- 
rect mail will be used for the 
former account and direct mail for 
the latter. 

Edward J. Faulhaber has re- 
turned to the agency as an ac- 
count executive, after two years’ 
service in the Army. 
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Names Carter-Owens 

The Carter-Owens Advertising 
Agency, Kansas City, Kan., has 
been named by the War Man- 
power Commission as volunteer 
task force agency for Greater 
Kansas City. W. G. Rowe, vice- 
president of the agency, will direct 
the task force activities. 


Ross to Check Ad Films 


Sponsored motion pictures 
shown in theaters will be checked 
for attendance, circulation and 
audience response with certified 
reports submitted to the adver- 
tiser, according to an exclusive 
contract between Ross Federal 
Service and Associated Filmak- 
ers, New York. 
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SERVING ADVERTISERS SINCE 
1907 AT THIS LOCATION 


WE can help you get your 
ideas on paper. We have 


the experienced manpower 


—and it is available now— 


to work with 
Advertising 


Directors of 
and Promo- 


tion Managers, in develop- 


ing all forms of Advertising 


Literature, Sales Promotion, 


Displays, etc. Our Planning 


and Dummy Service is fast, 


dependable, 


Creative 


economical. 


Printers 


Designers and Producers of Merchandising Aids 
1320-1334 S. Wabash Ave., Chicago 5, Illinois 


SALES PROMOTION CREATES ORDERS — ORDERS CREATE JOBS-FOR-ALL 
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Magill-Weinsheimer Company 
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‘N. Y. News’ Gives 
Details on Paper 
Conservation 


New York, May 9.—Last year 
the New York News saved more 
newsprint than any other of the 
1,940 daily newspapers in the 
United States, and this year only a 
few papers will use as much as the 
News will save, says a folder re- 
leased last week, pointing out that 
government regulations call for a 
cut by the News of more than 
50,000 tons from its newsprint 
consumption in 1941, the base year. 

According to the American 
Newspaper Publishers Association, 
only nine American newspapers 
used as much as 60,000 tons of 
newsprint in 1941 or 1942. This 
amount of newsprint is equal to 
322 million standard 48-page copies 
of the News, says the folder, or 
enough to supply a 2,000,000 daily 
circulation for half a year. 

How the paper clipped, pruned 
and slashed to meet the enormous 
cut in consumption, requiring the 
most drastic economy, with circu- 


lation, editorial, mechanical and 
advertising heads fuming and fret- 
ting and burning the midnight oil, 
is detailed in the News folder. As 
to the folder itself, printed in two 
colors on slick paper, the News 
says: “This is about the last of the 
slick paper. We had it in stock. 
Most of our future folders will be 
printed on paper salvaged from 
damaged and other waste news- 
print.” 


Morley Heads Drive 
Against ‘Careless Talk’ 


Col. J. Kenfield Morley, for- 
merly sales promotion manager of 
Bell & Howell Company and an 
executive of Lord & Thomas and 
the Lincoln Advertising Associ- 
ates, has been named by Army 
and Navy Intelligence and the FBI 
to direct a campaign in Louisville, 
Ky., to control “careless talk.” 

Louisville has been selected as 
a test city for further campaigns 
throughout the country in a con- 
centrated governmental drive to 
suppress vital military information 
from leaking out of the country on 
the eve of the Allied invasion of 
Europe. 


“Positions Wanted,” 
tatives Available,” 
cash with order. 

¥% in., $2.75; 1 to 3 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 

“Representatives Wanted,” 

50 cents a line, minimum charge 

All other classifications (single insertion rates): 
in., $4.75 per inch. 


and ‘‘Represen- 


$2. Terms 


HELP WANTED 


HELP WANTED 


WANT A BETTER JOB? 


Copywriters, art directors, ad managers, ra- 
dio directors, needed now in Boston, Chi- 
cago, Detroit, Cleveland, San Francisco. 
Permanent. Excellent salaries. 

Ask for our free booklet, ‘“‘How to Match 
Men and Jobs.”’ 


SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs”’ 


8 South Michigne Anam ANDover 3129 
(Solid firms seeking sound men only are 
solicited) 


COPYWRITER WANTED 
Must have experience in wholesale 
optical field writing, creating and 
producing folders, booklets and pro- 
motion to optical profession. A 
great opportunity for the right man. 
Give age, experience, draft status 
and expected salary. Send a few 
samples if possible. 

Box 4785, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


They'll still be making 


must occur. But Pittsburgh’s industries have 
the type of stability that assures you a constant 
market . . . mainly because there will be /ess 


basic change here. 


Steel, coal, food, glass, aluminum, electrical 
products—these industries will simply turn to 


The Pittsburgh 


Represented by the National Advertising 
Department, Scripps-Howard News- 
papers, 230 Park Avenue, New York City, 
Offices in Chicago, Detroit, Memphis. 
Philadelphia and San Francisco. 


in Pittsburgh ! 


When this war’s over, many community changes 


re-conversion. 


peacetime pursuins without need of any major 


And, Pittsburgh’s population is characterized 


by permanency. A recent survey of Consumers’ 


Post-War Plans shows that... . 
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88% 


of the present population lived 
here before Pearl Harbor. 


Press 


IN PITTSBURGH 

IN DAILY CIRCULATION 

IN CLASSIFIED ADVERTISING 
IN RETAIL ADVERTISING 

IN GENERAL ADVERTISING 
IN TOTAL ADVERTISING 


WANTED: A man or woman fa- 
miliar with the grocery field. A col- 
lege graduate who knows grocery 
merchandising and has or can write 
on the subject. One who is an ex- 
perienced proof reader. Perhaps the 
person is now the editor or associate 
editor of grocery trade or house or- 
gan publication. Replies held in 
strict confidence. 

Box 4790, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
LAYOUT MAN 

: for Advertising Agency 
Opportunity with 4-A, Ohio Agency 
for layout man who can do visuals 
and render finished layouts. 
Box 4792, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ARE YOU A WOMAN WHO DARES 
TO WRITE FOR KEYED RESULTS? 
If you can write strong, selling let- 
ters, circulars, etc., backed by a fun- 
damental knowledge of direct mail 
principles ... if you enjoy the con- 
stant challenge of keyed advertising 
... there’s a welcome place and an 
excellent future for you in our busy 
agency in Chicago. Please give full 
information... your reply confiden- 
tial, of course. 

Box 4798, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


Nee 
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POSITIONS WANTED 


Part Time for special projects rg) 
quiring creative and administratiyg 
talents; experienced woman in edj 
torial production, advertising, pubd 
licity writing. 

Box 4794, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill, 
TO PRODUCERS OF HIGH GRADE 
SALES PROMOTION LITERATURE 
I can develop profitable and exely. 
sive new business for a creative 
producer of quality sales promotiog 
literature. (Preferably a mid-west 
firm equipped to make full color 

plates.) 


I’ve designed a practical, timely ang 
protected visualization system that 
is ideal for the merchandising of 
quality products. Dual-use trang. 
parencies will secure profitable pregs 
and plate work. 


My development comes from tej 
years of selling and producing Com- 
mercial Art plus another ten years 
of pioneering the promotion ang 


production of Worlds Fair and My. jam 
seum dioramas, scale models, anq 
spectacular animated displays. 

Box 4800, ADVERTISING AGE omt 


330 W. 42nd St., New York 18, N, y, 


FOOD ADVERTISING MAN 
Available May 25. Interested in per. 
manent association with “top-flight” 
agency having food accounts, or de- 
sire to acquire; or with food manp- 
facturer. Experience is practical jp 
accredited food agency field, food 
manufacturing, ete. 

Box 4799, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ADVERTISING EXECUTIVE — Bx. 
perienced seeks bona fide opportm 
nity N. Y. agency. Last 4 years bill 
ing over 6 figures. Al references 

given and expected. 
Box 4795, ADVERTISING AGE 
330 W. 42nd St., New York 18, N, ¥ 


WOMAN PRODUCTION MANAGER 
10 years advertising agency and 
printing experience. Thorough 
conversant in agency routine, 
Box 4747, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill, 


Editor trade paper. Knowledge of 
building trades preferred. Part time 
services. Reply fully. 
Box 4787, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Space solicitor for specialized maga- 
zine, local Chicago circulation. Will 
consider Rep. Write in detail. 
Box 4788, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EXPERIENCED agency man returm 
ing to adv. field after 4 years in im 
dustry. Knows agency procedum 
production and finance. Capable am 
sistant to Acct. Exec. or Adv. Mg 
Copy in a pinch. Only permanel 
position with headroom considereg 
Draft free. Prefer Midwest or Bast 
Box 4791, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 


Four men wanted: copywriter, pro- 
duction man, publicity man, account 
executive, by medium sized, fully 
recognized agency in middle-west- 
ern city of 100,000. Congenial work- 
ing conditions. These men may now 
be with agency, or manufacturer, or 
may have just received honorable 
discharge from military service. In 
your reply, state age, education, 
qualifications, draft status and sal- 
ary desired. 

Box 4758, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


COPY AND CONTACT MAN 
For a man who would like to live 
in a Midwest city, and who has suc- 
cessful experience in writing and 
contacting important accounts, there 
is an opportunity in a 4-A agency. 
Experience should include industrial 
accounts. Write in confidence giving 
complete information regarding ex- 
perience, age and present earnings. 

Box 4773, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Ill. 


ARTISTS 

Best Eriece paid for original designs 
for Christmas and Birthday Greeting 
Cards, also Gift Wrapping papers. 
Write for information or submit de- 
signs. Prompt payment or return 
guaranteed. Address Art Director, 
Dept. AA, Janes Art Studios, Roches- 
ter 5, N. Y. 


REPRESENTATIVE AVAILABIE 


Representative who knows the Cih 
cago area requests inquiries from 
live business or industrial publigt 
tions. Draft exempt. Can devoe 
full or part time. 
Box 4786, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IlL 


BUSINESS OPPORTUNITIES 


ADVERTISING REPRESENTATIVE 
ORGANIZATION WANTED. An @& 
tablished advertising medium wif 
unlimited space available seeks i 
tional advertising representative 
organizations having contacts wii 
national advertisers and agencltt 
This medium is capable of reachitg 
everyone in the U. S. A. It is fig 
ible and can be used on section 
basis or for national coverage. G 
culation is certified on basis compa 
rable with accepted ABC. Addrem 
reply, giving some idea for you 
coenerouna and extent of organi 
tion. 

Box 4793, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IL 


Experienced successful trade pm 
lisher, will invest capital, servitt 
going firm. 
Box 4789, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Il} 


Wish to Buy medium size Chi®@ 
Midwest publ. of proven acceptan® 
Box 4801, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I 


. . . Wrife or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


TRY THIS ON YOUR PHONE 


- » You will fine 
it a satisfying 
number becau# 
it opens th# 
quick, sure wa@ 
to the comple 
and economic 
handling @ 
your 
requiremen 


Ad-Setters + Engravers - Printers 


400 N. Rush St., Chicago 11 * Whi. 2300 


DAY AND NIGHT SERVIC 
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i | Treasury Shapes 
my (Procedure for 
Surplus Disposal 


(Continued from Page 1) 


consumer goods, covering about 
151,000 different items, by W. L. 
Clayton, the Surplus Property Ad- 
ministrator. Although chiefly a 
gales organization, it has been 
iven wide policy-making powers. 

Mr. Olrich had been here only 
a week when he outlined his plans, 
and whether they would be ap- 
proved by Mr. Clayton was not 
dear. On the publicity aspects, 
however, he faces considerable 
Congressional opposition, particu- 

larly from Rep. Wright Patman, 
f who is pressing a bill which would 
require advertising of all surplus 
oods, and sales in small lots. 

Mr. Clayton, who exercises sup- 
ervisory control over the Treasury 
operations, has discouraged adop- 
tion of extensive surplus property 
legislation by Congress, asserting 
that there is “no substitute for 
wise administration.” While con- 
ceding that Congress can quite 
properly make certain policy de- 
cisions, such as preference for 
veterans of tax supported organ- 
izations, Mr. Clayton believes op- 
erating questions, such as the ad- 
visability of selling through ex- 
isting trade channels, should be 
left to the administrative agencies. 


Builds Sales Unit 


Mr. Olrich proposes to build a 
sales unit in the Treasury around 
a nucleus of merchandising spe- 
jalists, drawn on a dollar-a-year 
basis, from the various branches 
pf industry. These specialists will 
be assisted by industry advisory 
ommittees and trade groups. 
Sales will be through regular 
rade channels, with speculators 
‘kept out wherever possible.” 

Whether the Treasury will 
pstablish new committees or use 
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OFTEN! 


MUHE remarkable 
a of The 
Herald-Traveler in 
Retail, General and 
Total Display ad- 
vertising, has for 
more than ten years 
compelled the sta- 
tisticians of linage 
tolook to New York. 
Chicago, Philadel- 
phia and Los Ange- 
les for comparable 
achievements. 
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Often in vain. 


Always First in Boston 
Often First in America 


HERALD-TRAVELER 
Boston, Massachusetts 


George A. McDevitt Co. 


National Representatives 
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existing ones is not clear, but sev- 
eral WPB industry advisory 
groups have already thrashed out 
surplus property disposal and for- 
warded their views to Mr. Clay- 
ton. Only this week, for instance, 
the used electrical equipment 
dealers, and used equipment and 
machinery industry submitted 
proposals through WPB. 


Short Notice Given 


As examples of his methods, Mr. 
Olrich announced today plans to 
sell 578 new automobiles to fran- 
chised dealers in specific areas of 
the country, and 5,000,000 square 
feet of sheep shearings to users. 

In both these cases, a reporter 
pointed out, notice of sale was 
quite short, the automobiles to be 
offered May 15, only five days 
later. Bids for the shearings are 
to be in Washington by May 22. 


The reporter pointed out that 
such announcements will be of 
little value to industry, since with 
such short notice, they could 
hardly be disseminated by the 
trade press. Mr. Olrich replied 
that when quantities warrant, 
other methods will be used. “We 
will use press releases, trade 
papers, trade association bulletins, 
and advertising,” he said. T. E. 
Falvey, formerly advertising man- 
ager of the Atlanta Journal, and a 
member of the planning board of 
Campbell-Ewald, will assist in 
preparing publicity plans. 

Elaborating on his immediate 
selling plans, Mr. Olrich said the 
Treasury would dispose of goods 
to all comers, but that staff mem- 
bers would be able to recognize 
and weed out speculators. 

He promised, however, that as 
recommended in the Baruch- 


Hancock report, there would be no 
dumping of goods. “Before sell- 
ing, we will test the market to see 
whether the goods can be ab- 
sorbed. We don’t want to destroy 
the market, and if we find our 
quantity is too great, we’ll work 
out something else.” 


FTC Moves In 


Close supervision of the market- 
ing practices of sellers of re- 
jected and surplus military goods 
was forecast today by the action 
of the FTC in charging Allied 
Stores Corporation, New York, one 
of the nation’s largest operators 
of department stores, and its sub- 
sidiary, the Allied Purchasing Cor- 
poration, with misrepresentation 
in Boston and Minneapolis news- 
paper ads for rejected Army rain- 
coats. ~ 

The complaints asserted that the 
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L. S. Donaldson Company, Min- 
neapolis, and Jordan Marsh Com- 
pany, Boston, two of 60 or more 
stores through which Allied sells 
to the consumer, misrepresented 
that the raincoats had been re- 
jected only “because fabric had 
slight shading.” 

While the FTC action was be- 
lieved to have been independent 
of the activities of other war agen- 
cies, only last week Administrator 
Clayton advised the Senate that 
legislation might be desirable in 
order to protect the public from 
misrepresentation in‘the resale of 
surplus war goods. 

In issuing the complaint, the 
Commission claimed “that the 
raincoats, while made for the U. S. 
Army, do not conform with speci- 
fications and standards in many 
respects other than the shading of 
the fabric.” 


QUIZ FOR TIME-BUYERS! 


Whether you’re buying time—or someone’s buying it for you—know- 
ing the answers to these vital questions will provide you with the 
important key to the vast buying power of the 3% million people in 
America’s 4th Largest Market! * | 

Now for the first time, the answers to these questions (and scores 
of others) are available to you in a complete radio study—based not 
only on continuous house-to-house surveys; but also on an analysis 
of extensive mail offers and numerous retail store records. 

Smart time-buyers are already using this informative data to great 
advantage. Are you? If not, write or phone today. 


National Representatives (Outside New York Area) Spot Sales, Inc. 


BEST 


Dallas, 


“DOLLAR FOR DOLLAR 
NEW JERSEY’S 


RADIO BUY” 


*Do you realize this market contains over 34% mil- 
lion people; more than these 14 cities combined: — 
Kansas City, Indianapolis, Rochester, Denver, Atlanta, 
Toledo 
Hartford, Des Moines, Spokane, Fort Wayne. 


Omaha, Syracuse, Richmond, 
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Grove Breaks with 
Nationwide Drive 
for Defender 


(Continued from Page 1) 
said to be the only vitamin on the 
market whose manufacturer is 
permitted to say in consumer ad- 
vertising that the product is the 
identical multiple vitamin issued 
to American soldiers, advertise- 
ments will appear in a list of some 
20 national magazines, breaking in 
July issues in full and half pages 
in four colors and black and white. 
Also, it is probable that Grove 
will launch a new radio show this 
fall in behalf of the product. 


Supports WAC Theme 


The campaign is one of the most 
potent yet launched geared to the 
public reassurance theme advo- 
cated by the government and the 
War Advertising Council. Adver- 
tisements carry large illustrations 


of medical soldiers and doctors of 
the Army Medical Department in 
action, tending to the wounded on 
the battlefront. 

One of the first ads in the series 
portrays such a scene with the 
caption saying “Tribute to the 
hero without a gun!” Copy says 
that Defender is the name of this 
effective new vitamin preparation, 
“the identical vitamins as supplied 
in vast quantities by the Grove 
Laboratories to the United States 
Army.” 


Quotes Surgeon General 


Another ad, showing a similar 
battle scene, carries a panel in 
which a statement is contained by 
the Surgeon General of the U. S. 
Army. The head in this ad, which 
is virtually an endorsement of the 
product by the Army, says: “De- 
fender, the same special multiple 
vitamins issued to our soldiers to 
help them face the terrific strains 
of the battlefield!” 

A subhead continues: “Defender 
gives you all the vitamins doctors, 
scientists, government nutritional 
authorities endorse and declare 
are a dietary essential... the G. I. 
vitamins American soldiers take, 


guaranteed identical in potency!” 
Donahue & Coe, New York, 
handles the campaign. An entirely 
separate test drive, carrying a 
vastly different copy approach, is 
being conducted via 1,000 - line 
units in two St. Louis papers sup- 
ported by a live 15-minute five- 
time weekly radio show through 
Sherman K. Ellis & Co., New York. 
Starting June 5, three news- 
papers will be used in the San 
Francisco area, where large space 
also will be employed, augmented 
by a radio transcription show on 
a 15-minute five-time weekly 
basis, through the same agency. 


Winchell, Sardi's 
on Blue Network 


In the Hooperatings published 
in ADVERTISING AGE last week, 
“Breakfast at Sardi’s” and the 
Walter Winchell show, which are 
heard over the Blue Network, 
were incorrectly attributed to an- 
other network. 

Walter Winchell rated 13th 
among evening shows in the 
Hooper reports for April 15-21, 
and “Breakfast at Sardi’s” rated 
ninth among daytime programs. 
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Tri-Cities is a full-sized, thriving market of more than 200,000 population. 
Rock Island and Moline, [llinois—Davenport, Iowa . . 


tiguous urban communities . 


the Tri-Cities . . 
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A Juicy Market ‘Fe! 


d The “Farm Machinery Capital of America” 


d Nearly 60% of the Tri-Cities is on the Illinois side, fully covered without 


duplication by Rock Island Argus and Moline Dispatch. 
df 100% of this prosperous market is blanketed by popular WHBF. 


; MOLINE DAILY DISPATCH 


ROLINE, ILLINOIS, WEDWESDA 


JANUARY 21 16D— 
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. plus 8 other con- 
.. 80 tightly unified commercially and tradition- 
ally that for all practical purposes they form ONE BIG MARKET. 


So disregard “city listings” when sizing up this market. 
. 200,000 population! 
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Women Don’t Want 
Radio Advertising, 
Newspapers Find 


New York, May 11.— While 
86.4% of women would not want 
newspapers produced without ad- 
vertising, 69.4% of women would 
prefer radio without advertising, 
the New York Newspaper Adver- 
tising Managers’ Association says 
in a presentation titled ‘“News- 
paper Readers and Radio Lis- 
teners.” 

An answer to the National Asso- 
ciation of Broadcasters’ presenta- 
tion on retail opportunities in 
radio, called ‘“Airpower,”’ the 
newspaper work, under the chair- 
manship of Vernon Brooks of the 
New York World-Telzgram, is in- 
tended to show the attitude of 
New Yorkers toward these two 
media: the size of audiences 
reached by retailers sponsoring 
radio programs, compared with 
newspaper advertisements, and 
relative cost of the two media to 
local advertisers. 

Twenty-one programs analyzed 
by Crossley, Inc., it was found, 
had a median audience of 29,000, 
and almost half of these programs 
attracted less than 1% of the’sets 
in the New York market. Two 
thirds of the advertisers could not 
be identified in a single one of the 
radio homes interviewed by coin- 
cidental telephone calls in the 
metropolitan areas. Eight of the 
21 programs. were mis-identified as 
to sponsor, the most outstanding 
case being that of the Adelaide 
Hawley program (at that time on 
WABC for H. C. Bohack) with six 
other advertisers named as the 
sponsor. 


19 Studies Included 


In comparison to the radio me- 
dian audience, the survey offers 
the findings of 19 reader-traffic 
studies made of six New York 
newspapers between 1939 and 
1943, which resulted in a median 
audience of 161,600 women who 
remembered seeing 94 _ retail 
women’s apparel advertisements. 
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Using total radio program audj. 
ences (not sponsor - identify; 

audiences) in comparison with 
newspaper audiences of women 
who specifically recalled reading 
particular advertisements, the sur. 
vey points out that 85% of the 
apparel ads in newspapers reached 
100,000 or more women in New 
York, while 14% of the retaij. 
sponsored radio programs reached 
an audience of 100,000 homes or 
more. 

In conclusion, the survey offers 
charts proving that radio (excly. 
sive of talent costs) costs foyr 
times as much per 1,000 womey 
reached, whereas the advertising 
dollar does four times as much in 
newspapers. For example, the 
median cost of reaching 1,000 radio 
homes through the 21 retail pro- 
grams studied was $4.57; median 
cost of reaching 1,000 women read. 
ing the 94 retail newspaper ads 
was $1.16. Copies of the presen- 
tation, executed by the New York 
Newspaper Promotion Group, are 
available to newspapers at actual 
production cost. 


Exchange Call Letters 


Stations KOMO and KJR, Seat- 
tle, owned and operated by Fisher 
Blend Stations, Inc., have ex. 
changed call letters in preparation 
for ultimate separation of owner- 
ship of the two stations In com- 
pliance with the FCC dual owner- 
ship ruling. KOMO will continue 
as the NBC outlet and KJR will 
remain affiliated with the Blue 
Network. The change gives KOMO 
1,000 ke with 5,000 watts, but 
having a _ potential 50,000 watt 
power. KJR now operates at 950 
ke with 5,000 watts. 


KABC Seeks Power Hike 


Station KABC, San Antonio, 
Tex., which recently completed 
purchase and removal of equip- 
ment of Station XENT, Nuevo La- 
redo, Mexico, has applied to the 
FCC for an increase to 50,000 
watts daytime and 10,000 watts 
nighttime from its present broad- 
casting strength of 250 watts. Cost 
of the change is estimated at $192,- 
000. 
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National Representatives: 
WILLIAMS, LAWRENCE 
AND CRESMER CO. 


Should present pace continue, 
business volume for Long Beach in bank 
debits will hit 12 billion dollars. Debits 
for the first quarter were $394,437,709 
. . 4 116 million dollar gain over the first three months 
Current financial transactions are topping 
records set in 1943, a year when bank deposits gained 
40%, bank clearings 22% and bank debits 43% * Re- 
tail sales are running 150 million dollars annually. 
population has gained 75,000 (46%) since the 1940 
census. *& Though quickened by war production activity, 
the rise of Long Beach to major market importance has 


A world harbor, U. S. Navy home port, one of the 


* In Effective Buying Income per capita, Sales Manage- 
ment annual surveys have ranked Long Beach “Number 
One” three times in four years among all major U. S. 
cities. *& Newspaper advertising contact is adequately 
provided only by the Press-Telegram and Sun . . 
city’s long-established “home dailies” 


Member Metro Pacific Comics and Pacific Porod 
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audi. der way in May issues of national ings Out of the Bottle, in $1 and|son is a leg makeup mitt devel-| through publicity and counter 
ifying War Bab oom magazines with promotion differ-| $3 sizes, is not yet sure of its na-| oped by Delettrez, Inc., a subsidi-| cards only. . 

with ing little from past campaigns. | tional advertising plans although | ary of the Universal Laboratories, Thirty pairs of run-proof, snag- 
omen : Shades are Sun Beige, Sun Bronze | it will probably use local newspa- | Long Island City (formerly Vads-| proof, water spot-proof summer 
ading and Sun Copper in $1 and $2 sizes. | per advertising. Willard B. Golo-|co Sales Corporation). The make- stockings in shades called Gossa- 
© sur. for eg a eup Blaker Advertising Agency han-| vin, Inc., is the agency. up, a dry powder enclosed in a|mer and Mirage are bottled by 
f the dles the account and a big sum- Short on Containers small toweling mitt which is mois-| Charles of the Ritz at $1 a six- 
ached mer push is expected. tened before using and easy to/ounce bottle. At the same price, 
New s - Appearing comparatively late in Container difficulties have been| apply, comes in three shades, Nut- | Perfection leg makeup, product 
retail. wie $ own the season last year, Lentheric’s| felt by Harriet Hubbard Ayer and| meg, Beige and Tapioca, and sells| of Marie Earle, Inc., subsidiary of 
ached me lh leg — - es mong ~ 6 ee 2 — . Tre-| for $1.50. The a: tan leg make-| Coty, is using publicity through 

1es , advertising in eauty ashion,| Jur, both of whom have discon-|up mitt is advertised through 
? (Continued from Page 1) Mademoiselle, The New Yorker 7 - 


; ‘ L the Eleanor Lambert office and 
tinued their leg makeup for this} Wortman, Barton & Goold, Inc.,| will not advertise. Alexandra de 
offers | field, is being held in abeyance/and Script and will start with|reason. Irene Blake Cosmetics| and the campaign so far includes} Markoff’s Cosmetic Stockings, also 
excly. | due to a drop in sales felt during|June issues of Harper’s Bazaar|has also ceased production of its only cooperative department store| $1, receives local newspaper ad- 
; four | the middle of last summer. Ar-|and Vogue. Copy reads “formula| Bottle of Stockings, although the | advertisements. vertising as does Lysanda leg 
vomen | thur Rosenberg Company, agency|for the new fashion in legs” and|reason given was simply that it Also veering from the liquid|makeup appearing in department 
rtising | for Miners, attributed the decline} promises a sheer, mat, “two-|had “run its course.” product is Stocking Stick, a prod-| and drug stores in two new shades, 
uch in }to the fact that women who did| thread” finish in a warm, deep,| Helena Rubinstein has aban-|uct of the Armand Company, Des|Cocoa and Bronze, and “Gentle- 
, the Jnot wear stockings also began to} cafe-au-lait shade. Improved for-|doned Legstick and Acquacade in| Moines, advertised nationally in|men Prefer Bronze” leg makeup, 
) radio eliminate liquid hosiery. Al-| mula still sells for $1. Geyer, favor of a new cream leg makeup | Cosmopolitan, Good Housekeeping,| the $1 product of Parfums Char- 
1 pro- | though a demand has already been| Cornell & Newell is the agency. in a tube called Minute Stocking| Fawcett Women’s Group, Life,| bert, Inc. 
nedian [felt for the product, the agency is} Richard Hudnut’s Du Barry leg| Film. The new product is applied | McCall’s, True Story and others.| Macy’s Hose-tex, the 74c house 
|read- fholding back until it can better)makeup, with a new and im-|to wet skin and the company be-| Selling for less than half a dollar, product, has reappeared, as has 
er ads f determine to what extent the “fad”| proved chemical base, in shades|lieves it to be far superior to its] it comes with a money back guar- Bloomingdale’s BOB and Altman’s 
resen- fwill be popular this summer. This} Tropical and Bronze and selling for | predecessors. Full-color, full-page |antee that it is “easiest to apply.” | leg makeup. 
’ York fis in sharp contrast with the ex-/$1, does not begin advertising un-| advertisements will begin June 1, caitlin 
1p, are ftensive campaign conducted at} til July when Harper’s Bazaar,| through Pettingell & Fenton, in Offer Lorr Products K & Fils A ints 
actual fthis time last year when the com-| Life and Vogue will carry full-| Glamour, Harper’s Bazaar, Made- D a ayser Pppoin 
pany appropriated $75,000 for|color pages through Kenyon &|moiselle, The New Yorker, Prom- rug and 5c & 10c stores are 

magazine advertising. However,| Eckhardt. 


. Henry Kayser & Fils, Inc., New 
ait enade, Town & Country, Vogue stocking Lorr Leg Tan, the 26c 
rs the agency predicts many coopera- 


_ 0: York, has appointed Royal & de 
and, on July 1, Charm, with a} opaque liquid product of the Lorr| Guzman, New York, as advertising 

tive department store advertise- Two-Piece Sets Offered later followup in newspapers. Laboratories, Paterson, N. J. H.} counsel for its beauty and hair 

, Seat-fments with the copywrited slogan, : . Another variation on the liquid|M. Kiesewetter is the agency and| products. Catherine A. Noone is 

Fisher {Pour Yourself a Pair of Stock-| A leg grooming kit has been|theme making its debut this sea-|!the product is being promoted! the account executive. 

@ €X-Bings” maintained. conceived by the Reiser Company, ee 

aration Apparently uncertain also about | Consisting of a bottle of Venida “ 

owner-fithe future of leg makeup is Lehn| Liquid Hosiery and a Magic 


1 com-§% Fink Products, manufacturer of| Block for removing hair, selling 
owner-Bporothy Gray Leg Show, Hinds| together at $1. Advertising plans 
mtinuefpuration and Tussy’s Show-Off.| have not yet been scheduled but 
'R willfAdvertising plans have not yet|the E. T. Howard Company, 
> BlueBbeen formulated although the|@gency for the account, reports 
KOMOf products probably will all be on|m@wspaper and radio promotion 
ts, butfithe market. William Esty & Co.|Should begin early in June. 
) wattlis the agency. Another two-piece set, selling 
at 950% Prince Matchabelli Perfumery,|f0r $1.75, is offered by Maison 
scheduled to come out with a new | Jeurelle-Seventeen, Inc., and in- 
leg makeup last summer, is now|Cludes Seventeen Skinthetic leg 
like [promoting Sheertone, Elisabeth|™makeup in either the light or 
. [Rae-Lamont’s popular  product,| dark shade, and Seventeen cream 
ntonio, Smanufactured by the cosmetic @i-| lotion to soften and smooth the 
ed Bvision of Vick Chemical Com-|Skin after removing the leg 
€quip-fFoany. Sheertone Rain Proof liquid|™akeup. Elizabeth M. Maher 
VO La-Btockings, in Evening Mist, Sunglo| Associates is responsible for pub- 
to thefand Hawaii Tan, sell at $1 and/|licity and advertising will be 
50,0008 Miss Rae-Lamont claims that the| Placed locally in newspapers. | 
) Watlsi fect is so like nylon that stock-|_ In a somewhat higher price 
broad-§i.¢ manufacturers queried at a|level is Schiaparelli’s Shocking 
ts. Cosifiiotel New Yorker show couldn’t| Stocking which continues at $2.50 
t $192,-ftell the difference. Advertising, | in the familiar dummy-torso bottle 
hrough Morse International, starts|in shades Chocolate and Caramel. 
———fin June in Glamour, Mademoiselle | The product is not yet on the mar- 
and The New Yorker. Radio spot| ket, distribution being slow this 
announcements will also be used| year. Advertising, which will be 
and department store cooperative | moderate, has not yet been sched- 
advertisements will provide the|uled and will begin comparatively 
P newspaper tie-up. late. The agency is Lennen & 
ry The Elizabeth Arden campaign | Mitchell. 
for Velva Leg Film is already un- 
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EQUIPMENT, TYPE AND INTENTIONS “But, Antony,” Said Cleopatra, 
ARE NOT ENOUGH. “Can't We Be Just Good Friends?” 


THAT’S WHY WE SEARCHED 


THE NATION TO ASSEMBLE 


Strange words from Cleopatra! sible to give our advertisers as much space 


THE WORLD'S FINEST ORGANIZATION as they wanted to use. 


But no stranger than some we've had i 

Yet even now no regular advertiser 
oF trypocrapuens...© @ to say to our good friends and advertisers. need lose his place in The Post. We are 
For ten years Cincinnati Post linage making an equitable division of our total 
had been going steadily up—rising much linage, allocating to all our advertisers 
more rapidly than the linage of any other 4 fair share of available space. 


Cincinnati paper. Then the war brought For further details write to W. C. Sav- . A 
on newsprint restrictions—made it impos- age, National Advertising Manager, today. | 
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Cincinnati Post 


CINCINNATI 2, OHIO j 


Represented by the National Advertising Department of Scripps-Howard Newspapers = 3 | 
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Outdoor Medium 
Staging Strong 
Comeback in ‘44 


(Continued from Page 2) 
shortening) outdoor advertiser to 
a national user of the medium for 
many of its products. 


Tops Morton List 


Morton Salt Company, which 
began outdoor with a modest $18,- 
000 appropriation, turned into a 
$200,000 account, using this as its 
number one medium. 

Harold B. Joseph, another vice- 
president of OAI, showed associa- 
tion members a small model of a 
contemplated outdoor sign created 
for U. S. Rubber Company. In 
three colors, the sign says “U. S. 
Tires. Stop at this sign for skilled 
service.” : 

Mr. Joseph declared that the 
outdoor advertising industry is en- 
joying its best dollar volume of 


business from the tire companies 
and revealed that the Kelly- 
Springfield account is “lined up for 


1945.” 

Nehi Corporation (Royal Crown 
cola) billings are in excess of 
$750,000, Mr. Joseph reported, add- 
ing that Standard Brands will 
launch a poster campaign this fall 
for Blue Bonnet margarine. 


New Ink Described 


Other speakers on the panel in- 
cluded Mark Seelen, national art 
director of OAI, who disclosed that 
a new, luminescent ink has been 
perfected for outdoor posters which 
will reflect the ultra-violet rays of 
the sun, thus simulating nighttime 
lighting during the daytime. So 
effective is this ink, he said, it may 
well be identified from 12,500 feet 
up in the air. The entire output 
of this ink now goes to the mili- 
tary, he added. 

C. D. McCormick, vice-president 
in charge of promotion, by means 
of charts, maps and other material, 
gave the association members a 
behind-the-scenes view of how a 
large outdoor advertising company 
keeps pace with shifting popula- 


tions, changing markets and other 


significant trends in order to pre- 
sent its story to advertisers in a 
sensible, timely and factual man- 
ner. 

Jack Brennan, vice-president in 
charge of industry relations and 
assistant to the president of OAT, 
warned the outdoor advertising 
men against undue complacency. 
He urged members to concentrate 
on national selling from the long- 
range point of view, emphasizing 
that the health of the industry is 
dependent on the constant devel- 
opment of national accounts. He 
declared that competition among 
radio, newspapers and magazines 
to get the advertiser’s dollar after 
the war will be terrific, even 
though there will be plenty of ad- 
vertising. For this reason, he said, 
the postwar plans board was 
formed. 


Emphasizes Four Points 


In closing the meeting Mr. Ful- 
ton cited what he termed four 
fundamental cornerstones for out- 
door advertising postwar, as fol- 
lows: 

(1) Television must be reckoned 
with as a new advertising medium. 
But, like other media, its effective- 
ness is limited to a few hours in- 
doors. Outdoor has nothing to fear, 
since it is the only “round-the- 
clock” medium. 

(2) The mass market is the only 
important market. Outdoor reaches 
that market more effectively than 
any other medium. 

(3) Repetition appeal of outdoor 
advertising is one of its greatest 
assets and strongest selling points. 
(4) Packages will be different, 
products will look differently in 
newly-designed cartons and con- 
tainers. Such products will have 
to be re-identified in the public 
mind. Here, too, outdoor advertis- 
ing will play a major role in rein- 
troducing old products in new 
packages and shapes. 

After the war, outdoor advertis- 
ing will have to be a neater look- 
ing medium, Mr. Fulton empha- 
sized. Poster art and copy must 
continually be improved. Sales and 
promotional effort must be ex- 
panded. Finally, he declared, out- 
door advertising will always be an 
individually owned business, and 
in the light of what lies ahead, it 
is necessary to establish a degree 
of unity never known before in 
this industry. 


Daytime Radio Is 
What Public Makes 


It, Says Werner 


Boston, May 10.—Daytime radio, 
particularly for women, has be- 
come an instrument of public 
information and inspiration during 
wartime, William G. Werner of the 
division of consumer information 
of Procter & Gamble Company, 
Cincinnati, told the New England 
Women’s Press Association today 
in an address on “Press and Radio: 
A Team for Victory.” 
Because of the “enormous audi- 
ences” it commands, radio “plays 
an indispensable part among the 
four great media used for organ- 
ized, periodic war news dissemi- 
nation,” Mr. Werner said. He 
urged his audience “to study war- 
time radio ... to try in a con- 
structive way to help radio per- 
form its wartime functions... to 
help others to learn to use radio.” 
To do this, Mr. Werner sug- 
gested recognizing that today’s 
radio programs are, by and large, 
what the public demands, that 
continuous research keeps pro- 


ae 
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grams in line with public dem: 
thereby gaining the largest Possi. 
ble number of listeners, not on) 
for entertainment, instruction an 
news, but also for important 
helpful government messages, 


Long Heads BBDO 


Television Activities 

In a move to strengthen the 
agency’s television activities 
which up to the present have op. 
erated as a separate unit on an ey. 
perimental basis, Batten, Barto, 
Durstine & Osborn, New York, ha; 
selected F. A. (Ted) Long to heag 
up its television operations, which 
will be centered in the radio de. 
partment. 

BBDO has been actively part. 
cipating in television broadcast; 
for the past year and has put op 
more than 20 programs via Gep. 
eral Electric’s studio in Schenee. 
tady, the programs varying jp 
length from one-minute spots tg 
full-hour telecasts. Among the 
agency’s clients who sponsored 
sustaining telecasts were Hamij. 
ton Watch Company; Royal Crowy 


Cola; Remington Arms Company: | 


Waitt & Bond; Wildroot Company 
and General Electric (Lamp Diyi. 
sion). 
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CIRCULATION UP, is get 
TAB STUDY SHOWS ’ Msg 
New York, May 10.—Effective — Yl) LL NEVER LAND WESTER wed 
circulation of outdoor advertising by for 
plants in 210 United States cities the ne 
in the fall of 1943 was 9% greater I} family 
than pre-war audits for the same By « 
cities, made generally in 1939, see or 
Traffic Audit Bureau, Inc., de- only # 
clared today. Gains were made in Every time you go out for sword- po 
150 cities, 50 had declines, and fi ’ ’ advert 
1@ remained the same. sh, there’s at least a sportsman’ a 
_ “Local situations more than na- chance of hitting the jackpot. ay 
tional conditions are primarily ‘ r Fe | 
responsible for variables in traffic But don’t kid yourself that you their I 
trends,” the report explains. Since : ’ 
ine toewer ported & Gunciderabie : have even a Chinaman’s chance of ag 
shift in modes of travel has taken || WKZ0 has . ee a hitting the sales jackpot in all | oy 
*¢ Never mind. dear oul soon be home to a warm place. Pedestrian circulation has|] qudience greater than that +2 6 " = 
? » J increased 75% over the average of || of all other stations COM- Western Michigan, with any out- “S | 
bath and the Buffalo Evening News with its com- a five-year period, 1938-1942, |] EINyn ar port (made in the side station! offered 
’ ; while street car-bus traffic has in- ya of 1943) proved es 
plete coverage of news * from the nation’s capitol. 99 — 69% — traffic || WKZO's outstanding domi- ios 
as decreased 5%. Sens 6 eS It can’t b ne — ever! Asa 
‘TAB cites certain “significant |] "Y,,/ng “communities of e done = by whe 
differences” between this report|| Western Michigan. Cities and matter of fact, there’s only one | —— 
. : t p in thi. in- e ° ° ° 
nen | aol Boag ay A po tin om cidental area study were, station, even inside Western Mich- ‘ The | 
them: nan ’ ‘ gan ‘Byron "Center, Dorr, igan, that can do the job for you. “4 _ 
“The c e - artin, Moline, sego, ”” : 
or index plete counts but ‘aumates Pes Pistnesell and Wastend. Take a look at the “box” at the lowing 
s ews coverag® be are weir gy og LA yy A et Here are the figures for left — then get in touch either Alexa 
it Washingto" © experienc \ for typical; “the counts were not|| 2:27 4-M. to 12 Noon, with us, or with F & P! Bloom 
* oper quality, 2 pill. If yOu \oo audited by a TAB field staff”; “the || Mom¢ay through Friday: —— Bloom: 
of newsP au fills your we local even's: multiplying factor converting the|| 4 9) 4 — 12 NOON W. B. &. Tuber did & om April 20, 100 « — 
ington bure pee of tion loa f best sy" ee — —. has : . Decat 
ortin the een raised, since the audits, from wakir 
complete © or those too, Pp guffaloEvening 8 to 12”; “the load factor for con- SPE -aveassecesace 458% =~ 
the News ° expe say the ete news verting the half-hour auto-truck|| STATION B........ 13.9% 5000 Watts reen: 
atures- : + comp counts to 12 hour counts has been |] srx OTHERS ...... 35.4% fluntin 
dicated f ee Americas ™ ork fom raised from 19 to 22.” wise 1.9% 590 KC on, 
is © ter b Sabiwenaseaues 
New ee and 250,000 eae the News Blakeslee Names Evans — At 
pers- ‘ew 1 aging on en 
lies agree! Thats 4 display gavertising z Evans Associates, Chicago, has year ¢ 
; ee NN wn en been named to handle the adver- ; ; _ ; _ 
carried dvertising \inog : papet ing tising of G. S. Blakeslee & Co., strongest selling force in Western Michigan, with studios ¥ 
ore total ° ;. It's the big Cicero Station, Chicago, and G. S. 
m , State daily pope — a & Co. Pe Toronto, 
Yor nt., maker of dish and glass 
_ ‘ arket ! i washing machines, dough mixing iD Ch 
big morket! actin Natt the ottooy ba KALAMAZOO and GRAND RAPID, .. 
expanded its office facilities on the . 
yee floor of the Bell building, Owned and Operated by Fetzer Broadcasting Company 
307 N. Michigan Ave. 


Free & Peters, Inc., Exclusive National Representatives 
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, Wa aavernising Age, 53 
s 8 . shows, and also declared that the| “It is unfortunate that at this!versy, one declaring that on March; CHARLES LEB 
re | vision Fi h Blue does not believe that it is time, non-technical people should | 14 of this year Television Commit- N Yy. mgs AUGH h 
om e e wise for business to take all its involve themselves in a contro-/|tee 3 of the Radio Technical Plan- H ow Coleb: ad 10.—Charles 
n a arguments with government, with | versial discussion as to what is now | ning Board, representing set manu- Collicr , “ai aon” 51, editor of 
it a unions, and others, to the public|in the research laboratories and|facturers, broadcasters and others, ate het New Yo a, = 
es Gathers omentum via press releases, statements, etc.| what may possibly come out of|adopted a resolution “containing toe Se Te ~ oN ane M — 
, He implied that in many cases the | those laboratories by the end of the| recommendations almost identical Feeint * eal “ong Phil d 7 hia 
controversies could be settled|Wwar... The public would not have/ with Columbia’s recent proposals.” he cme Pe misc in th Richa m7 - 
a much more quickly and more equi-|the great broadcasting system} Another release asserted that 90 Fole f 2 Moet , § ame in 
But 0 ecision tably if the interested parties spent|which it now enjoys had wejof 91 independent radio stations 1917. he joined ee oe ” 
n their time talking to each other, waited for the development of the | affiliated with CBS approve the eueanetion Guanseianl of Colliery. 
rities instead of firing public statement | modern transmitter and receiver. . .|network stand, as shown in a sur- then an independent saibtlontion, 
Ve Op. Kobak Says Blue Is broadsides at each other through| “In the postwar period when|vey just made. becoming manager two years 
an ex. D ‘ the press and over the air. standards have been established by| Of those replying, 90% said later y 
3arton, Neutral, But Decries In the meantime, the contro-|the FCC, based on recommenda-|present television broadcasts can- After the magazine was acquired 
rk, has . ili 1 versy over the imminence of tele-| tions of the engineers of the indus-|not be viewed for as long as two by C ll Publishi Cc 
Overse ing er. : try. NBC will : : : y Crowe ublishing Company, 
© head vision continued unabated.  It/|try, NBC will be ready to give the/ hours without eye strain, and 63% | Mr. Colebaugh became manager of 
which} Chicago, May 11.—Edgar Kobak,|started when CBS issued a state-|American public network televi-|said the strain made it impossible advertising and promotion for the 
lio de. executive vice-president of the|ment urging that public introduc- | sion based on the practical stand- to view them for one hour; 81% company in 1921. He was made 
Blue Network, dipped a finger or|tion of the new visual art be de- ards then known to all concerned.” | said present television pictures are| associate editor in 1924, managing 
parti- fio into the boiling cauldron lab-|iayed long enough to permit incor- CBS Reenters Fray not good enough to induce wide-| editor in 1926 and editor in Janu- 
adcasts§ jeg “Television Controversy” in| poration of wartime improvements, _ |Spread purchasing of receiving sets} ary, 1943. 
put on fine course of a talk to the Chicago|whereupon the New York Times,| CBS reentered the fray this|at $200 and up. _ 
a Gen-Fraderated Advertising Club today,|NBC, the FCC and numerous|Week with an additional letter by —_———_ 
henee. but managed to withdraw his digits | others entered the fray. The Times Paul Kesten, executive vice-presi- M. B. SHEPARD 
ing in} \ithout adding to the heat of the|blasted at the CBS plea for slow|4ent, asserting that CBS is not| FREDERICK GUDE Buffalo, N. Y., May 9.—Martin 
pots toh troversy. going, as did Niles Trammell of asking for an indefinite delay, but} New York, May 9.—Frederick|B. Shepard, 62, who operated his 
ng thf yr. Kobak, who reviewed the|NBC, who in general supported the| for one intensive year (after the| Gude, oldest son of the late O. J.|own advertising agency here from 
history of the Blue as an independ-|position taken by FCC Commis-|W@") of concentrated effort by} Gude, pioneer of outdoor advertis-| 1934 until his retirement in 1940, 
ent enterprise, and frankly stated | sioner E. K. Jett, who favors a dual|American engineers to prove or| ing in the United States, died yes-|died at his home May 3. Before 
its philosophy and its intentions,|system under which existing or disprove the case for better pic-| terday at West Nyack, N. Y. After|entering the advertising field he 
said he knew little about television | slightly modified standards would | ‘Ures—instead of years of delay.”|his graduation from Columbia in|had been head of a steel radiator 
except that eventually it will be-|be permitted for immediate post- CBS also issued a number of| 1907 Mr. Gude spent 30 years in|}company, and also operated a 
some the world’s greatest medium.|war use of the new art, with war- releases dealing with the contro-| real estate and advertising. brokerage business. 


“] don’t know whether CBS or 
BC is right in the current contro- 
ersy,” he said, “but I do like some 
f the things that were said in the 
BS statement. The important 
ing to remember is that research 
nd development must be pressed 
orward, and that the program de- 
velopment side of television is ex- 
remely important.” It will be a 
ong time before commercial tele- 
jision programs will play a lead- 
ng role, he said. 


Wants More Comedy 


In the course of his discussion of 
lue operating methods and think- 
g, Mr. Kobak declared that the 
etwork, not satisfied with its line- 
p of comedy shows, will shortly 
pen a school for comedians and 
ttempt to develop new comedy 


developed technological improve- 
ments introduced as soon as pos- 
sible. On the other hand, FCC 
Chairman J. L. Fly indicated that 
he went along with the CBS views 
on the subject, and promised a 
comprehensive statement of his 
“individual views” which has not 
yet been forthcoming. 


Calls Statements Unfortunate 


Mr. Trammell entered the con- 
troversy via a letter to affiliated 
stations, in which he said, “It is 
unfortunate that statements have 
been made in the press recently 
which would tend to confuse the 
public as well as the broadcaster 
on the future of television. . . In 
February NBC announced a policy 
of enegetically pursuing the de- 
velopment of television broadcast- 
ing on the best practical technical 
standards and committed itself to 
launch a television network service 
at the earliest possible moment. 


family desires. 


those of the newspaper. 


NEWSPAPER AS ADVERTISING MEDIUM 


Advertising in the newspaper is the best, by test. It is advertising 
from which the customer can come nearer ascertaining just what he 
is getting than through any other medium. 

The local paper, as an advertising medium, presents many advan- 
tages. When the number of homes in which the paper goes is deter- 
mined, one can figure that in just that many places the paper is read 
by four or five people. It is on the library or dining room table until 
the next issue comes and can be referred to as any member of the 


By other media the advertiser cannot figure how many people will 
see or hear the ad. When a certain time is given for the commercial 
only those who chance to hear it are reached, and then there is no 
opportunity to have the memory refreshed as to the contents of the 
advertisement. No other printed advertising is so sure as the news- 
paper; no other advertising's points of contact can be determined like 


Few have ever stopped to think of how the paper they read influences 
their lives, how it guides their activities in the community. By the ads, 
the news items, the features, many of the readers’ activities are charted. 

The social, business, industrial and intellectual life of a reader is 
regulated, changed and generally improved by what he reads, and 
much of it he sees chronicled in his newspaper. 

Government decrees, schedules of events, bargains and opportunities 
offered, all go toward the moulding of our thoughts and opinions and, 
consequently, our acts and achievements. Most of these effects on our 
lives come unconsciously as we read and are guided by what we read, 


where. 


Dr. 


Hunger.” 


The famed health magazine of The Ameri- 
can Medical Association, called HYGEIA, is 
today bringing monthly the most advanced 
information to health-minded families every- 


For instance, in the current issue, May, 
Peter J. Steincrohn writes simply yet 
unforgettably about this pump of ours that 
can do so much better with a little care. 
Margaret Stedman tells about the thrilling 
war on malaria. 
of one of the positive triumphs of scientific 
medicine in an article on “Conquering Iodine 
And Hannah Lees writes fear- 


Miriam Zeller Gross tells 


— lessly about self-abuse in a startling story, 


“The Word You Can’t Say.” 


‘ . vi walt ner Sane . ; 


a relic of 
ignorance 


America’s Red Children in these enlight- 
ened times rarely depend on the questionable 
effectiveness of turtle rattles and incanta- 
tions, of gruesome charms and horrid masks 
to frighten evil spirits. Wherever culture has 
penetrated, gross and ineffectual health prac- 
tices have given way before the vast im- 
provement established by modern methods. 


As 4 | by what the community thinks and is doing. HYGEIA every month reaches more than 
y one 100,000 alert families of better than average 
Mich- The above is an editorial written by E. J. Hancock and published in HAND PICKED READERSHIP education and culture. It can be found, too, 
on The Greensburg Daily News March 5, 1943. The Greensburg Daily News HYGEIA, the health magazine of The Amer- in 17,000 physicians’ waiting rooms where 
‘= is a member of the Indiana League of Home Dailies, of which the fol- ican Medical Association is subscribed for by more than a million patients will peruse its 
at the lowing Indiana papers are also members: better than average families with better than omnes 
either hi -” average interest in health. Its paid circula- pages. 
* i 3 t ‘ ‘ P P P 
cel New New Castle Courier-Times pe He go peng ion wae aia “ If you are interested in telling your story 
oomfie or mout ot-News — > -mi amilie 4e35 j 
Bloomington World-Telephone Portland Commercial Review & Sun waiting rooms where HYGEIA comes into the to health-minded families, HYGEIA is the 
8, 1940! Columbia City Post and Rochester News-Sentinel hands of more than a million exceedingly best buy you can make. } ‘s 
Commercial Mail Rushville Republican & Telegram health-minded patients. ‘ol Pa Ni 
atur Democrat Shelbyville Democrat & Republican Re oil 
Dunkirk News Spencer World 
Elwood Call-Leader Tipton Tribune 
‘ankfort Times Union City Times-Gazette 
Watts Greensburg News Valparaiso Vidette-Messenger 


Vincennes Sun-Commercial 
Washington Democrat 
Winchester News & Journal-Herald 


Huntington Herald-Press 
Linton Citizen 
Martinsville Reporter 


A ten inch advertisement in every paper once a week for a 
year costs only $6661.20. 


National Advertising Representatives 


SCHEERER & CO. 


Chicago 1 New York 17 
8 E. Wacker Drive 441 Lexington Avenue 
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USINESS today enjoys the confidence of the U.S. public 

probably to a greater degree than at any time in recent 
years. The confidence was demonstrated in a recent FORTUNE 
Survey (February, 1944), in which the public indicated that 
it looks to its business leaders to take most of the initiative in 
getting the economy to run smoothly after the war. But as busi- 
ness leaders well know, the task involves more possibilities for 
losing the public’s confidence than almost any task that could 
be assigned. So it is high time to report the business leaders’ 
present ideas on reconverting the economy. Here, in ForTUNE’s 
current Management Poll, is an attempt at such a report. 


Optimism—for what? 


A basic fact in U.S. executives’ thinking today is their opti- 
mism. It is conspicuous in all fields, as the answers to this 
question show: 


In general, does it seem to you that after the war the 
prospects of your company will be better, or worse, or about 
the same as they were before? 


Pon's neo 


40 
j 


WAR) PEAK 


DRAWINGS BY LUCILLE CoRCcOS 


Manu- 
Total facturing Finance Commerce Utilities | Other 


ae Ae 51.2% 49.5% 53.6% 59.7% 41.2% 49.8% 
About the same. 36.8 37.3 365 31.0 44.1 39.5 
rae 8.5 9.5 6.1 6.1 10.4 8.1 
Don’t know..... 3.5 3.7 3.8 3.2 4.3 2.6 


The optimism is restrained, but it is optimism; note the ma- 
jorities or at least pluralities for “better” in every group except 
—not surprisingly—utilities. Moreover, even the “same” as 
before the war is better than what some people have predicted. 

The important question today, however, is what the optimism 
leads to. Does it suggest to the business executives that this 
would be a good time, say, to try some of the new ideas for 
raising the national level of prosperity, or does it convince 
them that the time is again ripe for complete laissez faire? 


FORTUNE MANAGEMENT POLL 


Executives give their platform for the transition to peace: mostly laissez faire on the domestic 


front but a world organization, which they believe will help trade. And they want Dewey. 


To answer that question it is necessary to know first what 
these leaders think about the probable course of the national 
income after the war. ForTUNE asked for their ideas. The re- 
sults are offered, of course, not as their carefully weighed 
judgments. Too many variables are involved to expect the cal- 
culations to be made on uniform bases. For example, there is 
the problem of prices; doubtless many executives made their 
estimates in prices lower than those now prevailing and there- 
fore suggested a national income higher than the estimates 
would indicate at 1943 prices. The figures do, however, show 
the rough expectations. 


What is your guess on the probable size of the national 
income two years and five years after the war? 


NATIONAL INCOME AFTER WAR 


2 YFARS AFTER S YEARS AFTER 


ry 
iter 


me Uae Fue a \ 
'y 
Two years Five years 
ofter the war after the war 
Under $80 billion... .—s—s—saswiws(w(‘(‘(‘ sw .... 65% 15.4% 
Between $80 billion and $110 billion... . 42.3 ° 36.5 
Between $110 billion and $140 billion... 41.5 32.3 
Between $140 billion and $170 billion... 7.5 11.9 
a an ba 00h 6.0405 64 04d 8 2.2 3.9 


The edge in the betting is on the side of a lower-income at 
five years than at two. Note how much more the vote grew for 
“under $80-billion” than for the bracket “between $140 and 
$170 billion.” And note that .a majority of altogether 51.9 
per cent held that the national income would be under $110 
billion at five years. 

The hunches as to the.probable trend of the income are 
reported in the next table, which is a summary of the ways in 
which the guesses shifted between the two-year and the five- 
year points. There was a heavy. shifting. Most executives an- 
ticipate a rise or fall of at least one bracket. Among those who 
guessed an income of $80 to $110 billion at two years, for ex- 
ample, nearly half jumped to $110 to $140 billion or above at 
five years, and nearly a quarter stepped down to under $80 
billion. Most of the shifts from other brackets were as varied. 
In setting up the table we have arbitrarily taken the figure of 
$110 billion as the dividing line between high and | ow guesses, 
since that was the dividing line between the biggest batches of 
votes in the previous table e shown in what ways the 


Continued on page 14] 
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PHOTOGRAPHIC REVIEW 


OF THE WEEK 
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PULCHRITUDINOUS PERSEPHONE—Painting of ancient Grecian goddess is 

reproduced by G. Barr & Co., Chicago, in window and interior displays for 

drug stores throughout the country in behalf of Balm Barr, described as "the 

ideal night cream," and "perfect as a makeup base." The display is a repro- 

duction of an advertisement that appeared in "Town and Country." Fogarty- 
Phelps Co., Chicago, is the agency. 


ALKING IT OVER—Seated around the table at the annual meeting of the 

Nutdoor Advertising Association of New York last week are, left to right: 

arold Rockwell, vice-president, Outdoor Advertising Incorporated; Harold 

ortimer, OAI account executive; Harold Ives, OAA (behind Mortimer); Dan 

D'Connell, New Jersey State OAA; Fred Hamm, New York manager, General 

Vutdoor Advertising; Robert Zipprodt, OAI vice-president; and Earl Hyde, 
GOA market representative. (Story on Page |.) 
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EXCHANGE GREETINGS —The New 
Haven Railroad recently played host 
to the cast of the MBS show, "Double 
or Nothing,” when one of the broad- 
casts saluted the road. Howard S. 
Palmer (left), president of the New 
Haven, is shaking hands here with 
Claude Hanford, sales manager of 
Pharmaco, Inc., program sponsor. 
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Treat Sunburn as a Burn! Apply 
UNGUENTINE, @ real burn rem- 
edy, It relieves pain... fights 
infection...promotes heal- 4 
ing: At all drug stores. &, 


A Norwich Product 


oT. M. Reg. U.S. Pat. Of 


HOT STUFF—The flaming Unguentine 
girl has donned Victory garden togs 
instead of the traditional bathing suit 
in Norwich Pharmacal Co.'s summer 
advertising campaign in magazines and 
newspapers. Lawrence C. Gumbinner 
Advertising Agency, New York, handles 
the account. 
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WINS McCANDLISH AWARD—Pictured above are the prize-winning sketch 
and the jury of awards for the McCandlish Awards for 1944. Left to right, 
the judges are: R. Barclay Knight, advertising manager, Tasty Baking Co.; 
Mark B. Seelen, general art director, Outdoor Advertising, Inc.; Sascha Maurer, 
poster designer and advertising artist; Benjamin Eshleman, president, Benjamin 
Eshleman Co.; and Charles Faldi, art director, Benton & Bowles. Robert 
Pettinato, Philadelphia, won first prize, $500 in war bonds, in the original poster 
design contest. 


SUPPORT WFA CAMPAIGN—Two products which go well together team up 

in support of the War Food Administration's "No Point—Low Point" campaign 

in this full-color card, key piece of the current promotion in grocery stores 

throughout the East. WEA officials have praised this kind cooperation. 
BBDO, New York, is handling the promotion. 


CHECK-UP—The group above gathered at Columbia Recording Corp.'s New 
York studios for a final check-up of the first in International General Electric's 
new transcription series to supplement its publication advertising in Latin 
America. Left to right are C. G. Roberts, manager, International GE's radio 
and television division; Alden O. Carlson, CRC account executive and special- 
ist on Latin American radio; R. W. Williams, president, Williams & Saylor, 
agency on the account; W. Y. Stocking, the agency's account executive; Robert 
J. Clarkson, general manager, CRC transcription division; and J. E. Peters, 
manager publicity division, International GE. 
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Bea't let the edventere of ¢ WMetine pest gun by } 
-«-Serve Your Country in the Nevy 


Inquire at Navy Recruiting Station 


Telephone Mie JO0C 


This iqace combributad hy 


YOUR NAME & ADDRESS 


OUBLE APPEAL FOR WAVES—The OWI, Navy and National Association of Transportation Advertising are cooperating in a Wave-recruiting car card campaign to start next month. The card at the 
left is contributed by the local transportation advertising company, while the companion card is prepared for local sponsorship. (Story on Page 32.) 
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the Sun sells* 


*Grocery Phacas.-$§$" = 


More and more folks in the food and household prod- 
ucts field are joining the ranks of Sun advertisers. 


To win a place on the list for any leading grocery 
product a newspaper must have the kind of readership 
that makes sales in food stores. 


The Sun is doing that kind of a job with: 


Regular, daily, useful help to homemakers on The 
Sun’s food pages edited by Mrs. Ethel Somers. 

Regular weekly Friday food pages, ‘‘Food in Wartime 
—And Where to Buy It,” that we are told are the finest 
and best-read food pages published by any American 
newspaper today. 


The great Friday feature, The Sun’s “Food Directory,” 
helps homemakers and their neighborhood grocers get 
together on the week end’s best food buys. 


That kind of help means regular woman readership 
in countless Chicago homes that go to make up the 
total of more than 300,000 daily Sun buyers. 


The Sun is a big market, a lively and responsive 
market, a money-making market for any product in any 
field. And these two facts are more true than ever: 


1 You need The Sun in any newspaper combination to 
cover Chicago completely, economically and efficiently. 


2 By using The Sun alone you can make a tremendous 
impact against America’s No. 2 market with a relatively 
small expenditure. Actually, you can sell for less in The Sun. 


| & Creamettes 


i 


Here’s What Grocery Advertisers Say: 


e Mr. Clarence F. Meyer of The 
Creamette Company, says about The 
Sun: 


“Our weekly advertising in The Sun, com- 
bined with the power of The Sun’s food 
pages edited by Mrs. Somers, has been a 
powerful factor in making 1943 one of the 
best years for Creamettes in our Chicago 
history!” 


e Mr. George Curtis of the Crescent 
Manufacturing Company, says: 


“All I have to do is to look at the record, 
to say: ‘and how The Sun sells Mapleine!’ 
Our consistent advertising—week after 
week in The Sun—has helped retailers 
move a record amount of Mapleine!”’ 


e Mr. John Boyd of the Climalene 
Company, says: 


“We have joined the ranks of Sun adver- 
tisers after watching the fine progress this 
paper has made in circulation and reader- 
ship. The Sun is a friendly and constructive 
paper and is doing an outstanding job.” 


CHICAGO’S MORNING TRUTHpaper 
400 W. Madison St., Chicago 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Avenue @ NEW YORK: 230 Park Avenue 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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